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The Butterick Trio Fashion Quarterlies 


In every good town is a clientele of prosperous, 
substantial families, in which Butterick, Stand- 
ard or New Idea patterns are loyally followed, 
year after year. 


In these families one of the Fashion Quarter- 
lies— Butterick Fashions, Standard Fashion 
Book, or New Idea Fashions—is the Supreme 
Authority on the family’s wearing apparel. 


The preferences of these customers have a 
powerful influence on the kind of goods carried 
by the stores at which they trade. Seventeen 
thousand Dry Goods and Department Stores 
carry exclusively the patterns these customers 
prefer. 





Customers whose demand is recognized as law 
at the dry goods store are equally influential at 
the grocery store, drug store, etc. 





If they demanded your product as insistently as 
| they demand the pattern they choose from one 
of the Quarterlies — — —? 


Advertising forms for the Fall issues —out 
August 20—close June I. 


More than half a million circulation is assured. 
Rates are extremely low—for the present. 


F. H. RALSTEN, W, H. BLACK, 
Western Advertising Manager, Manager of Advertising, 
First National Bank Building, Chicago. Butterick Building, 


New York. 
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The Woman’s 
National Daily 


is published every day but Sunday. To that extent only does it resemble 
the average daily newspaper. In every other way it is 


“A Daily That’s Different.’’ 


First of all, its circulation is confined exclusively to the smaller towns 
and rural districts, Every copy is distributed direct by mail and actu- 
ally reaches a HOME. We do not depend on newsboys or news-stands 
for any portion of our circulation. There is no wastage to our output— 
no returned unsold copies. The Woman’s National Daily has 
already attained a larger paid-in-advance subscription list than any other 
daily newspaper published. 200,000 copies is our present average daily 
output, and the circulation is constantly increasing. Through our cir- 
culation guarantee and our “direct by mail” methods of distribution 
advertisers are insured in advance that they will receive 100%, home 
circulation. 





The Woman’s National Daily is a clean, fearless news- 
paper, in which the events of the day, minus the scandals and other 
objectionable features of the average metropolitan daily newspaper, are 
chronicled in condensed form. It is the only woman’s daily newspaper 
in the world, and in addition to its news features, includes daily market 
reports, household and fashion pages, special articles along magazine 
lines, and other features that are found in no other daily publication. 


The Woman’s National Daily is the most remarkable 
subscription proposition that has ever been known in the field of jour- 
nalism, and, naturally enough, it is also producing splendid results for 
advertisers. This is best evidenced by the fact that we have estab- 
lished the record of receiving renewal orders from more than 75% of 
the advertisers who have tried out the paper. You can now buy space 
in The Woman’s National Daily at the very low display adver- 
tising rate of 40 cents per agate line for a direct-by-mail circulation 
guaranteed to exceed 


200,000 Copies Per Issue. 


In other words, for 40 cents a line, by using The Woman’s 
National Daily, you can reach over 200,000 HOMES in the 
smaller towns and rural districts. This is a big snap for mail-order 
advertisers, as well as for manufacturers selling through dealers, who 
have propositions that appeal to those located as our readers are. 


Let us send you sample copy of the paper with display and classi- 
fied advertising rate cards and other particulars, Address 


Advertising Department 


THE WOMAWN’S NATIONAL DAILY 
University City, St. Louis, Mo. 


Chicago Office: New York Office: 
1700 First Natl. Bank Bidg. 1703 Flatiron Building 
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A JOURNAL FOR ADVERTISERS, 
ENTERED AS SECOND-CLASS MATTER AT THE New York, N. Y., Post OFFICE JUNE 29, 1893, 


Vou. LXIII. 


THE COMMERCIAL VALUE 
OF AN ADVERTISED 
TRADEMARK. 





THE SUCCESS OF A TRADEMARKED 
COMMODITY DEPENDS UPON A 
WIDESPREAD DISTRIBUTION AROUSED 
BY CONCENTRATED ADVERTISING— 
TWO METHODS OF DISTRIBUTION— 
HOW THE BEDFORD MILLS CREATED 
IN ONE YEAR FOR SUESINE SILK 
AN UNASSAILABLE PRESTIGE AND 
A COUNTRY-WIDE DEMAND—THE 
COST AND CONDUCT OF THE CAM- 
PAIGN, 





First Article, 





China, it is generally known, is 
something like 2,000 years behind 
the times. It*is backward in 
everything. When, for instance, 
a Chinese carpenter has a piece of 
wood to cut, he uses a saw that 
cuts only when he pulls it toward 
his body, He loses about seventy- 
five per cent of the efficiency, for 
in sawing the pull does not ac- 
complish more than half as much 
as the push. The modern car- 
penter saw cuts when it is pushed 
away. It does more work than 
the Chinese saw, but it still loses 
about fifty per cent of the energy 
To achieve the best 
results, the saw should utilize 
every bit of the energy expended 
—it should cut both ways. The 
whipsaw does this—it cuts on 
both the push and- the pull. 
Roughly speaking, then, there are 
two kinds of saws: the kind that 
cuts one way and the kind that 
cuts both ways. The ordinary 
kind is good enough for small 
jobs. But when a big piece of 
work comes along, recourse must 
always be had to the whipsaw. 

The practice of attaching to an 
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article of commerce a_ specific 
name is not a new one. It is al- 
most as old as the custom of 
designating human _ beings’ by 
some appropriate appellation. 
Probably it is an outgrowth of 
the same idea. The methods of 
establishing these trade names, 
however, is new. While trade- 
marks of more than twenty-five 
years’ standing, such as Lea & 
Perrin’s sauce; Crosse & Black- 
well’s pickles, etc., were estab- 
lished more by the accumulative 
effect of a good reputation than 
by the merits of any advertising, 
those of more recent creation 
depend almost wholly for recog- 
nition upon the efficacy of their 
publicity campaigns, 

To launch successfully upon 
the market nowadays a_trade- 
marked commodity requires a 
widespread distribution. To 
achieve this distribution requires 
the most intelligent method of 
advertising. It is jthrough the 
lack of intelligent advertising 
that the manufacturers of many 
trademarked articles fail utterly 
to achieve the necessary distribu- 
tion. They know what is wanted, 
But they don’t know how to go 
about getting it. Some work 
from their end of the market. 
They put their shoulders to the 
wheel of their product and try to 
push it, by advertising solely to 
the trade, into public favor. 
Others try the other end. By ad- 
vertising alone to the consumer 
they endeavor to induce him to 
pull their goods through to suc- 
cess. Both use saws that cut 
only one way. 

This is what the Bedford Mills 
people, when they conceived the 
idea of trademarking one of their 
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composition silk fabrics, tried to 
do. They pushed their goods at 
the wholesaler, the wholesaler 
pushed them at the. retailer, and 
the retailer pushed them at his 
customers. Now jobbers object 
to handling a trademarked ar- 
ticle that is not widely advertised 
to the consumer. They do not 
object because the article is trade. 
marked, but because it is not sup- 
ported by a strong, continuous 
demand created and sustained by 
a persistent advertising. 
They do not want to carry all 
the burden of marketing the com- 
modity when all the benefit is 
reaped by others. Reduced to 
words, their attitude might take 
this form: “If you want your 
sales to be developed around 
your name, then it is your place, 
not ours, to do it—it is your place 
to create the demand.” 

This was one of the obstacles 
which the Suesine Silk people en- 
countered when they started out 
on their push campaign. There 
were others! They found that 
when by dint of much labor their 


goods were pushed as far as the 
retailer, very often they could be 


pushed no further. The con- 
sumer declined to purchase a 
trademarked article of which he 
knew nothing—or the retailer 
substituted some other similar 
fabric which represented a larger 
profit. The distribution was 
spasmodic, uncertain and unsatis- 
factory. The ordinary one-way 
saw method was not working. 
It was at this point that the ad- 
vice and experience of 
Black, advertising manager of the 
Butterick Trio, was sought. Mr. 
Black’s views on advertising and 
merchandising are embodied in 
what are known as the “Butterick 
Policies” or the ‘Butterick Meth- 
od.” To “squeeze dry” every 
unit of result that comes from 
advertising; to get the goods to 
every consumer that wants them 
and to every retailer that wants 
them; to get an order, if possible, 
from every consumer who was 
interested through the advertis- 
ing; to get an order from every 
dealer whose customers expressed 
an interest in the goods adver- 
tised—these aims constitute the 


essence of the “Butterick Poli- 
cies.” For their achievement a 
method of advertising radically 
different from that previously 
followed by the Suesine people 
was necessary. To interest the 
consumer as well as the retailer 
and jobber, there would have to 
be general as well as trade adver- 
tising—to keep the goods moving 
smoothly along the channels from 
producer to consumer, there 
would have to be a pull as well 
as a push—a method of advertis- 
ing that would work, like the 
whipsaw, both ways. "And that's 
what the “Butterick Method” 
does—it works both ways. 

The first step in the Suesine 
Silk campaign was the trade- 
marking of the fabric. Suesine 
Silk is what is known as a com- 
position fabric. That is, a mix- 
ture of silk and cotton. The sur- 
face on both sides is real silk, 
but, unlike a pure silk, it is re- 
inforced inside the fabric with a 
small proportion of long-fibre 
Egyptian cotton. As first manu- 
factured by the Bedford Mills, 
Suesine Silk had no name, but 
was known simply by number 
along with the other products of 
the mills. The christening of the 
fabric was, then, the first step in 
the process of distribution. The 
second step was to publish the 
fact of the christening. This 
was done, first, by putting the 
Suesine trademark on the selvage 
of every yard of the fabric by 
means of Kaumagraph transfer 
slips, and, secondly, by advertis- 


H. ing in the Delineator, Designer, 


New Idea Woman's Magazine, 
and McCall's Magazine to the 
consumer, and by means of ad- 
vance bulletins, follow-up letters, 
circulars and salesmen to the 
jobbers and dealers. Supplement- 
ary to this advertising, was a 
series of letters prepared for the 
consumers who should respond to 
the magazine advertisements by 
inquiries direct to the mills. 

The entire campaign was well 
calculated to “squeeze dry” every 
unit of result that came through 
the advertising, Throughout it all 
can be traced Mr. Black’s con- 
tention that every commodity, 
that is sold on the merits of its 
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trademark, should be continuously 
advertised to create and sustain 
the consumer-demand. In ex- 
plaining this stand to the writer, 
Mr. Black said: 

“The man who trademarks and 
advertises his goods and gets the 
retailers to handle them owes a 
debt to those retailers who do 
buy his goods and who sell them 
in their stores, 

“There is a moral obligation 
that the advertising shall help the 
retailer in every possible way to 
sell these goods which bear his 
trademark and which he adver- 
tises—an obligation to see that 
no part of the interest or demand 
which is roused by the advertis- 
ing shall be needlessly lost, but 
that every possible atom of this 
interest or demand roused by the 
advertising shall be direct to the 
counter where the goods are on 
sale—to the point where this de- 
mand can work for the _ benefit 
and profit of the retailer who has 
joined hands with the advertiser. 

“A merchant has a right to 
expect that the advertiser whose 
goods he has in stock will make 
sure that the demand which is 
roused among consumers for the 
trademarked and advertised ar- 
ticle is not lost before it reaches 
his counter. When a merchant 
puts an advertised article in 
stock, he has a right to expect 
that he will make sales not merely 
to his own customers, but that 
he can sell this advertised article 
also to customers of other stores 
—to people who are not able to 
get the article from their own 
dealer. The merchant expects— 
and with well advertised articles 
he usually finds—that advertised 
goods on his counter draw to his 
store new customers—customers 
of other stores where these goods 
are not sold.” 

Generally, in similar campaigns 
the idea is that dealer-distribution 
should precede consumer-demand, 
that before the magazine adver- 
tising is commenced the goads 
should be on the shelves of all 
the representative retail stores 
and ready for distribution among 
consumers. It is a Butterick 
principle that this is not neces- 
sary, and the Suesine campaign 
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separate advertisements 
of Real Estate and Coun- 
try Homes were pub- 
lished last month in a 
single issue of 


Outlook 
More of this class of 
advertising appears regu- 
larly in The Outlook 
than in any other na- 
tional periodical. 

The Outlook also leads 
in the following depart- 
ments: 


Private Schools 
Summer Camps 
Tours and Travel 
Hotels and Resorts 


The advertiser of high- 
grade Merchandise of 
course wishes to reach 
the families that have the 
most money to spend. 

The people who own 
Real Estate, who send 
their children to Private 
Schools and Summer 
Camps, who travel ex- 
tensively and patronize 
the best Hotels, are the 
people he is looking for. 


T*e Outlook 


287 Fourth Avenve New York 
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was planned on the theory that 
dealer-distribution, instead of 
preceding the consumer-demand, 
should, in fact, be superinduced 
by it. But to avoid any loss of 
possible sales during the first 
stages of the campaign, before 
the retail trade had taken hold of 
the fabric in earnest, arrange- 
ments were made with a number 
of leading department stores 
throughout the country to fill, at 
regular prices, all mail orders that 
should be received direct from 
consumers through the magazine 
advertisements, These direct con- 
sumer-orders were used on the 
retailers as a concrete argument 
to lay in a line of Suesine Silk. 
Similar arrangements were made 
with a number of leading jobbing 
houses to fill retailers’ orders 
which might come to the mills, as 
a result either of the advertise- 
ments directly or of the con- 
sumer-demand roused by the ad- 
vertisements, This was necessary 
because, to protect both the re- 
tailers and wholesalers, the Sue- 
sine Silk people had agreed to fill 
no consumer and retail orders. 
How such orders were distributed 
so as to cause least disturbance 
in the established relations be- 
tween consumer and retailer, and 
retailer and wholesaler, will, be 
told in detail in the ensuing ar- 
ticle under this head. In this 
second article will be explained 
also the methods by which each 
consumer and retailer was fol- 
lowed up by form letters to re- 
tailers and wholesalers, respect- 
ively, as well as to consumers. 
The first Suesine magazine cam- 
paign, which was inaugurated in 
September, 1906, and continued 
through until June, 1907, involved 
the publication of one double- 
column advertisement and nine 
single-column advertisements each 
in the Delineator, Designer, and 
New Idea Woman’s Magazine. 
These were the advertisements 
which were depended upon to 
produce the consumer- demand, 
the pull, which was in turn the 
mainspring of the whole move- 
ment. The advertisements were 
prepared by Joseph E. Baer, of 
the Joseph E. Baer Company, 
New York, and were written with 


a view to educating the public as 
to just what Suesine Silk is, what 
its uses are, and how it could be 
obtained, and to warn also 
against accepting _—_ substituted 
fabrics and imitations. The first 
advertisement of the campaign 
was published in September, and 
in April, just about half a year 
later, the Bedford Mills inserted 
a double-page advertisement in 
the Dry Goods Economist, an- 
nouncing that up to that time over 
three million yards of Suesine 
Silk had already been sold. Dur- 
ing the ensuing year from eight 
to ten million yards more of 
Suesine Silk were distributed. 
As every yard sold nets the Bed- 
ford Mills on an average of thir- 
ty cents, the results of this cam- 
paign, figured in dollars and 
cents, ran up somewhat above the 
three million dollar mark. 

The other phase of the first 
Suesine campaign, the push, was 
supplied by an advance bulletin to 
retail dealers: This bulletin was 
fifty-five inches long and showed, 
full size, all the advertisements that 
were to be inserted during the first 
eight months of the campaign. On 
the reverse side of this sheet, 
Suesine Silk exhibited to retail 
dealers the proof that the orders 
for these advertisements had al- 
ready been placed—in such a way 
that they could not possibly be 
countermanded or reduced! With 
this sheet was enclosed a letter, 
samples and an order blank, Not 
a line of advertising to consumers 
had appeared when the retailers 
received this huge bulletin, but 
yet the response was immediate 
and surprising. The dealers were 
quick to recognize the tremendous 
pulling power of so thorough an 
advertising campaign concentrated 
in such well-established maga- 
zines. This advance bulletin was 
followed by other bulletins, by 
form letters and by occasional 
advertisements in textile journals, 
all operating to constitute a well- 
defined push, quite evenly coun- 
ter-balancing the pull exerted by 
the consumer advertising in the 
magazines, 

The second Suesine Silk cam- 
paign was launched in September, 
1907, For several reasons this 
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campaign is significant. In the 
first place, there was the same 
concentration of general advertis- 
ing in the Butterick Trio, In the 
second place, the spaces con- 
tracted for were much larger, In- 
stead of a series.of one double- 
column and nine single-column 
advertisements, the new campaign 
involved four full-page and five 
single-column advertisements, If 
the success of Suesine Silk were 
to be judged solely by results, 
one would have to go no further 
for convincing proof. This in- 
crease in advertising spaces was 
made after a year’s experience 
and study. It was based, not on 
guess-work, but on actual knowl- 
edge. The results of the previous 
campaign had afforded every op- 
portunity for an accurate judg- 
ment. 

This is the story of the Suesine 
Silk success—as told from the 
outside. It is interesting in that 
it illustrates the application and 
working out of a very intelligent 
and practicable method of estab- 
lishing and marketing a_trade- 
marked article. It demonstrates 
that an intelligently planned ad- 
vertising campaign, when carried 
through the right mediums and 
in the interests of a wanted com- 
modity, cannot fail to produce re- 
sults, 

In the next issue of PRINTERS’ 
InxK will be discussed some of the 
more vital statistics of the cam- 
paign. The cost of the magazine 
advertisements, the cost of the 
form letters, how the form letters 
were prepared, and how _ they 
are employed in following up 
the consumer and dealer demand, 
what Suesine Silk means to the 
Bedford Mills, and how the 
commercial value of an adver- 
tised trademark was convincing- 
ly demonstrated during the finan- 
cial flurries of 1907—these are 
some of the things which will 
be covered in the concluding in- 
stallment of this article. The in- 
formation should be found of 
considerable interest and helpful- 
ness, AcpHonsus P. HAIRE. 
RRP! 

A reason is no better than an ex- 


cuse when you give it to anybody you 
have disappointed.—Silent Partner, 





WILL THE SALE OF PAJAMAS 
DECREASE? 


There may be a let down in the sales 
of night garments, masculine and 
feminine, owing to the passage of the 
new marriage license law, for this 
much needed measure will do away 
with what has become known in the 
New York “Tenderloin” on. "3: A. 
pajama marriages.’ 

Of course by this title it is not 
meant a wedding where the bridegroom 
wears pajamas or where the _ bride 
wears—er—-well—no. But it refers to 
hasty, ill-considered marriages which 
will now be curtailed at least. 

Reports from dry goods manufac- 
turers of a certain lain will be scruti- 
nized davvtilly to see how the new 
law affects them.—Dry Goods. 

a 

Tue London Globe finds the follow- 

ing notice in a Cornish show window: 


Razors and Pianos, 
Ground and Tuned. 














UNDISPUTED. 


It is not disputed 
that Tue 
Heratp has a larger 
net sold circulation 
than any other two- 
cent paper in the 
United States, morn- 
ing or evening, and 
it is the only morn- 
ing paper in Chicago 
which freely gives 
information about 
its circulation. 


ReEcorp- 














Lincoln Freie Presse 
Lincoln, Neb. 
Actual Average 
Circulati fone 149, 281 
Our biggest circulation is in ‘the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. Allsub- 
scriptions paid i in advance. Flat rate, 35c. 
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TOM JOHNSON’S BANK. 








BY ADVERTISING HIS NAME, AND A 
PATENT PLAN FOR’ SAVINGS, IT 
TAKES HOLD IN THE FACE OF THE 
BEST COMPETITION IN THE LAND. 


When you have something that 
the other fellow hasn't it is gen- 
erally a good idea to pick out the 
feature you monopolize and harp 
on that. 

When the Depositors’ Savings 
and Trust Company, of Cleve- 
land, began business in Decem- 
ber, 1906, it had two things that 
no other bank in the country 
could boast—Tom L, Johnson for 
its president, and a patented bank 
money order plan. The mayor of 
Cleveland is still president of the 
bank but the money order plan 
is now being leased from the 
owners of the patent, by some 
half dozen other banks through 
the country. 

In the year 1907 the Deposit- 
ors’ Savings and Trust Com- 
pany increased the number of its 
depositors from two or _ three 
hundred to several thousand, and 
the amount of its deposits from 
about $30,000, on January I, 1907, 
to over half a million one year 
later. While half a million may 
look small beside the deposits of 
banks like. the Cleveland Trust 
Company or the Citizens’ Savings 
and Trust Company, of Cleveland 
also, the achievement of the De- 
positors’ bank is really note- 
worthy when the banking situa- 
tion of the city is understood. 
For several years Cleveland has 
had about all the banks it needed, 
and instead of starting new ones 
there has been for several years 
a period of consolidation, during 
which the bigger institutions have 
swallowed their smaller rivals 
right and left. 

The Depositors’ bank not only 
cut into the local field success- 
fully but it invaded the banking 
by mail field, which the two 
other banks mentioned above had 
long monopolized, along with a 
Pittsburg bank and one in Salt 
Lake City. 

The bank money order plan 
which the Depositors’ bank leased 
is particularly adapted to mail 


banking and was, in fact, the 
principal reason for the entering 
of that field. The plan in brief 
consists of the issuance of a cer- 
tificate of deposit, which bears in- 
terest at four per cent from date 
on the face of it, and the actual 
value of principal and interest is 
stated for each quarter following 
the date up to five years. 

The money orders do away 
with pass books and may be car- 
ried around like money. When 


The Fame of 
Tom L. Johnson 


President of this 
bank, as a worker 
for the interestsof 


men are better 
nown and none 
are more apprecia- 
ted. In gpotageen 
this bank we en- 
listed his financial 
co-operation upon 
the understanding 
that it should bea 
bank for ‘‘th 


t is gratifying 
that we can pre- 
sent our 


Bank Money Order Plan 


the most perfect ever devised for handling ac- 
peed from depositors a ere. en 
he money to us for deposit we issue, 
Instead of the old, clumsy “ pass- books ” with 
its dangerous features, our Bank oney 

ey show, on their face, ion amount of 
princioal and aioy ane “poe kpow Fogle itis at 
a glance, without -% are Cert 
fi ecks on this E Ban the satest | form of 
comenercial paper,and when you need money 


You can have these Bank Money Orders 
cashed instantly — anywhere 


with interest at 4 per cent. The plan is ideal 
— your money is always on deposit, yet you 


have it. constantly is pane ready for ine 
stant use in time of n 

Deposits accepted for oer ee from $1.00 up, and 
from the moment your money reaches us it draws 


4 per cent interest 


Tf you have deposits anywhere, or if you contem- 
gine opening a savings account, you Owe it to your- 
and those dependent upon you to investigate this 
pombe convenient and safe method. 
Write for Booklet ** C"’ to-day, or send us your de- 
posit and we will mail you BANK MONEY ORDERS for 
the fullamount. The booklet is free — write for it now. 


The Depositors Savings & Trust Co. 
TOM L. JOHNSON, President, Cleveland, Ohio 





it is desired to spend them the 
holder simply endorses them, and 
if the signature corresponds to 
the one which he makes in the 
presence of the bank officials, 
when the orders are issued, other 
banks or merchants accept them 
as_ cash. : 

The orders are issued in vari- 
ous denominations, from one to 
twenty dollars, and are splendid 
specimens of engraving. In fact 
they appeared so much like 
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money that the -United States 
Commissioner of Internal Rev- 
enue tried tb tax the Depositors’ 
bank 10 per cent, as is provided 
by Federal statute intended to 
prevent the issuance of currency 
by State banks. When the case 
was argued, however, the com- 
missioner acknowledged himself 
wrong and the matter was 
dropped, 

While the Depositors’ bank un- 
doubtedly owes considerable of 
its success to the relationship 
which Tom Johnson bears to it, 
the money order plan is given 
most credit for the good show- 
ing that has been made through 
advertising. 

The Depositors’ bank is using 
space in McClure’s, Cosmopolitan, 
Moody's Magazine, Outlook, Sat- 
urday Evening Post, Everybody's, 
Ohio Farmer and the Public. 

While quarter pages were used 
in the monthlies at the start, half 
pages have been taken for several 
months past. In the Post and 
the Ohio Farmer the copy oc- 
cupies from 70 to 100 lines once 
a month, Since the campaign 
started nearly a year ago the copy 
has not been changed, Every ad- 
vertisement carries a picture of 
Tom L, Johnson and refers to 
his fame. His picture also oc- 
cupies the top half of the local 
newspaper advertisements, but 
these are changed frequently. 

The only reason given for not 
changing ads is that the ones used 
have brought satisfactory results 
and that new. copy would be an 
experiment. 

The first ad ever _ printed 
brought replies before the bank 
people had seen the magazine in 
which it appeared. This was the 
Saturday Evening Post. Some 
peculiar facts have been brought 
out by the advertising. It has 
been found, for instance, that ‘in 
every case in which a publication 
made good it made good from 
the first insertion, and no me- 
dium which did not show proper 
returns for the first and second 
advertisements has ever done 
better later, It might be argued 
that a change of copy would have 
shown other results, but the bank 
and the Burrell Advertising Com- 


pany of Cleveland, which places 
all the advertising, prefer to stick 
to old copy and two months’ test 
of new mediums. 

McClure’s Magazine has brought 
business from Syria. The other 
magazines have turned up deposit- 
ors in Cuba, Porto Rico, the 
Philippines, the Canal Zone, Can- 
ada, Mexico, and from several 
battleships of the United States 
Navy, a fact which would seem 
to show that Jacky is not the im- 
provident chap he is_ generally 
considered, 

A great many of the depositors 
secured through the mails send 
remittances in their first letters, 
and inquire at the same time for 
the booklets explaining the money 
order plan. 

All inquirers are followed up at 
intervals of a month or six weeks 
and to all depositors and inquir- 
ers are sent monthly bulletins 
showing the bank’s condition and 
its growth, 

While the Depositors’ officials 
will not give figures as to the 
cost of inquiries, they say frankly 
that there is no profit in most of 
the accounts for a long time after 
they are started. In other words 
the bank is simply laying founda- 
tions now with the hope of future 
profit in years to come, 

The lowest cost inquiries have 
come from the Public, of Chi- 
cago. The Public deals with 
democracy and sociology, and its 
editor is a personal friend of 
Mayor Johnson’s, The Public 
has always espoused the mayor's 
cause and seconded his single tax 
ideas, and its readers are very 
largely people who count Mr. 
Johnson as one of themselves. 
This is not meant to imply that 
any of them made deposits to 
help Mr. Johnson, for as the 
mayor himself blushingly admits, 
he did so well in the street rail- 
way business and the manufac- 
ture of steel rails that he does 
not need _ financial assistance. 
Nevertheless, either out of com- 
pliment or because they have ex- 
tra confidence in a bank of which 
Mr. Johnson is the head, the 
Public’s readers have contributed 
generously to its deposit account. 

The attitude of the Depositors’ 
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Savings and Trust Company to- 
ward advertising and its business 
policy generally cannot be better 
expressed than it was in the 
words of its secretary, E, W. 
Doty, who said, “Ours is the only 
bank in Cleveland that is not 
afraid to paste a piece of paper 
in the front window.” From 
time to time interesting exhibits 
of foreign stamped envelopes, 
which have been received, are 
placed in the windows and there 
is always a little typewritten slip 
inviting the passer-by to come in 
and get a booklet. Hundreds of 
booklets have been asked for by 
people who read the slip and 
many accounts opened that way. 
Just now the Depositors’ bank is 
located in Superior street, in 
rather cramped quarters, but it 
will move over to the real busi- 
ness street—Euclid avenue—this 
summer. Maybe it will acquire 
dignity in the process, and the 
pasted window signs will cease to 
appear. And then again they 
may not, for both Mayor Johnson 
and Secretary Doty have done 
unconventional things these many 
years, Leonarp W. SMITH. 








FOOL FOOD FACTS. 
Niacara Fatts, N. Y., 
pril 15, 1908. 
Editor of Printers’ Ink: 

My attention has been called to an 
article in Printers’ Ink of April rst, 
under the caption, “Fool Food Facts,” 
signed with the initials “M. P. H.,” 
in which the writer reproduces one of 
our ads and makes some comments 
upon food advertising in general, 

I make it a practice to pay no at- 
tention to writers who find fault with 
our advertising for the reason that the 
self-constituted ‘“‘critic’ is generally a 
fellow whose “copy” has been rejected 
as impractical, unsuitable and nonsen- 
sical. In this instance, however, the 
author, in a cynical and bungling style, 
attempts to elucidate some ideas on 
food age that should not go un- 
challenged. After reading it over and 
making a really serious effort to find 
out what it is all about, I make the 
following deduction: 

The author uses over fifteen hun- 
dred words to give his opinion that 
food advertising should not appeal to 
the sense or intelligence of the reader, 
but should appeal only to his APPETITE. 

Without wasting words in academic 
discussion, I venture the opinion that 
if this company had followed the idea 
promulgated by “M. P. H.” there 
would not be enough Shredded Wheat 
sold to pay the wages of the gardener 
who takes care of our lawn. Shredded 
Wheat does not appeal to the appetite. 


It is not a 


It is not a “sweetmeat.” 
ginger cooky or a dessert. Eating 
Shredded Wheat is an acquired habit 
developed and fostered by educational 
advertising—and this educational ad- 
vertising rests upon three facts: (1) 
—Nutritive Value (2)—Purity (3)— 
Cleanliness. 

It is the constant promulgation and 
elaboration of these ideas that have 
made the immense business of the 
Shredded Wheat Company. It is true 
that Shredded Wheat, when properly 
served, is appetizing, but it is also true 
that most people, who eat Shredded 
Wheat, eat it because of its high nutri- 
tive value and because it “agrees” with 
them and does them good, 

It all depends on the food that is 
being advertised whether it is wise to 
make an appeal to the appetite alone 
or not. Some foods have no _ other 
“selling arguments” behind them. To 
say that all food advertising should 
make an appeal to the appetite alone is 
to discredit popular intelligence. It 
takes no account of the awakening of 
the public conscience which led to the 
enactment of the Federal Pure Food 
law and which now makes nine out of 
ten persons ask concerning a_ food 
product: “What is in it?” “Is it nu- 
tritious?” “Is it pure?” “Is it clean?” 

Very truly yours, 
Truman A. DEWEESE, 
Director of Publicity, The Natural 
Food Company. 
THE ETHICAL STANDARDS OF 

ENGINEERING JOURNALISM. 

I have said that we must make help- 
fulness to the working engineer the 
standard by which to judge of engineer- 
ing literature. I would like to give 
you a little idea of what it means to 
set up this standard. The editors of 
technical and trade journals are all the 
time bombarded with appeals to publish 
something to help this interest or that 
advertiser, or the other good fellow. 
It seems so easy to the man on the 
other side of the fence for the editor 
to let in just this one little puff. But 
the editor knows that if he does it for 
Brown to-day, he will be assailed to- 
morrow by Jones and Robinson to do 
the same thing for them;:and the day 
after, forty more surnames will be 
knocking at his door. 

I am glad to tell you that in my 21 
years’ experience in engineering jour- 
nalism there has been a great improve- 
ment in its ethical standards. All 
reputable professional journals to-day 
place the selection of matter squarely 
on the basis of interest to the readers. 
That this basis is the only sound one 
is recognized not only by the technical 
side of the profession, but also by the 
commercial side. Engineering journal- 
ism receives the bulk of its financial 
support from advertising patronage. 
All the principal industrial advertisers 
freely recognize that the journals 
which select matter solely in the read- 
ers’ interest will have the widest cir- 
culation and largest influence, and are 
consequently the most profitable for ad- 
vertisers to patronize.—C. W. Baker, 
editor Engineering News, in address 
at University of Michigan, 
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PACKAGES THAT SELL 
_ GOODS. 


A certain retail druggist made 
a specialty of perfumes in_ his 
neighborhood. By circular adver- 
tising, window displays and a 
very ample stock, he built up a 
large profitable side-line., 

“IT wish there were some way 
of extending it,’ he said to an 
advertising man, “but on a per 
capita basis this community is 
using more perfumes to-day than 
I have ever known to be sold in 
any neighborhood, The limit of 
the demand has been reached.” 

“Well, you might begin selling 
packages now,” suggested the ad- 
vertising man. “Get some spray- 
top bottles and some atomizers, 
put fine goods in those instead of 
cut-glass bottles, and see if you 
don’t sell more than ever.” 

The druggist pooh-poohed the 
suggestion at first, saying that he 
carried such novelties in stock 
for separate sale. “No matter,” 
insisted his advisor; “people like 
to buy such things together, The 
attraction of two appropriate ar- 
ticles combined is always better 
than that of the two offered sep- 
arately. Pack a _ hundred, put 
‘em on the showcase and try it.” 

The druggist did so, and in a 
year his perfume sales had 
doubled. This sort of combina- 
tion packing is thoroughly under- 
stood in some industries, and in 
others it isn’t understood at all. 
Manufacturers have built national 
sales upon it, and yet it is a 
scheme available for the small re- 
tailer too, and when properly 
handled will furnish him a strong 
advertising feature at absolutely 
no cost whatever. 

The baking powder business has 
long depended upon combination 
packing. Years ago somebody 
started putting up powder in 
glassware, and the result was so 
good that the practice is now 
conventional with manufactur- 
ers selling powder in competition 
with the big advertised brands. 
A stroke of genius was introduced 
into the business when the glass 
rolling-pin hegan to make sales 
on its own account. Some bak- 
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ing powder wizard saw that every 
woman would want a glass roll- 
ing-pin, and swung into this new 
demand with his staple product by 
packing the powder in glass roll- 
ing-pins. Tea has been packed in 
tea caddies and silverplated ware, 
coffee in patent coffee-pots, pol- 
ishing powder wrapped in chamois 
skins. The many new improve- 
ments in receptacles for toilet 
articles have had the effect of 
combination packing of tooth- 
powders, talcum, shaving soaps, 
etc. “We couldn’t improve the 
powder, so we improved the box” 
gives the idea in a nutshell. Peo- 
ple will not only buy perfume in 
an atomizer for the sake of the 
package, but the latter will in- 
crease the use of perfume. One 
of the most widely-sold brands of 
tobacco makes its appeal in a 
curved box to fit the hip-pocket. 
When the Standard Oil Company 
wanted to stimulate sales of kero- 
sene in China it shipped over 
cheap lamps, wicks and chimneys. 
Moreover, the oil trust’s way of 
meeting home competition from 
denatured alcohol, fireless cook- 
ers, gas ranges, acetylene plants 
and electricity, is to advertise 
lamps and_ stoves bearing its 
name—just another form of com- 
bination packing, one might say. 

Combination packing furnishes 
its own advertising in the store, 
and furnishes a talking point for 
the most widely exploited articles 
in a national campaign. It has 
been made the selling force for 
goods so cheap that nothing else 
would sell them once, and not 
even the nifty packages sell them 
again. But it has also’ been 
adapted to some of the best- 
known, highest-quality _ staples. 
It is a method well worth inves- 
tigation and experiment, 

He ——— 


Tue following papers have been 
elected to membership in the 
American Newspaper Publishers’ 
Association: Fort Worth, Texas, 
Telegram; Fargo, N. D., Forum 
and Republican; Milwaukee, Wis.. 
Herold; Saginaw, Mich., Evening 
News; Philadelphia, Pa., Morgen 
Gazette, and Hamilton, Can., 
Spectator. 
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ADVERTISING A WHOLE- 
SALE GROCERY. 


Currie-McCraw Company, 
Wholesale Grocers, 
126 South Front Street, 
MempPuis, Tenn. 
Editor Ready Made Department: 

Dear Sir—As a novice in the art of 
advertising, though a constant reader 
of Printers’ Inx, I submit several ads 
for criticism, and would like also to 
have your opinion as to the wisdom of 
such a campaign. 

We are a new firm, handling identi- 
cally the same line of goods as a 
score of others. The only things we 
can advertise are our service, methods, 
policies, etc., and the ads must neces- 
sarily be directed to a special class,— 
that of retail grocers. 

We run three ads each week in the 
daily Commercial-Appeal this city, 
also use fifteen country weeklies, 
changing copy each week. We also 
circularize the trade regularly with 
form letters, like samples enclosed. 
What do you think of the plan? It’s 
information I want. 

Yours truly, 
(Signed) E. A. Moore, 
and Treas. Currie-McCraw 


Sec, Co. 





The plan seems to be all right, 
but I don’t agree that there is 
nothing to advertise except ser- 
vice, methods, policies, etc. If 
there is nothing else, there should 
and easily may be, for there is no 
earthly reason why the wholesale, 
like the retail, grocer should not 
have, now and then, something 
very special to advertise. 

I believe, thoroughly, in the 
importance of advertising good 
service, right methods and cor- 
rect business policies, and in 
building a reputation on _ these 
solid foundations rather than up- 
on frequent bargain sales or 
“drives,” but there is nothing in 
an occasional special sale, offer- 
ing really low prices, which is at 
all inconsistent with such a policy, 
and an occasional unusual value 
is very effective in securing new 
and most desirable business. 

It is almost ridiculous, from my 
point of view, to contend that a 
cut price on one thing must be 
compensated for by an increased 
price on something else. That is 
the popular impression and, 
doubtless, a too common practice; 
but it is none the less an error, 
for the simple reason that it tends 
to defeat the only useful purpose 
of a cut-price sale—which is to 
secure new, attached customers. 
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The practice is probably based on 
the long-since exploded idea that 
you can fool all the people all the 
time, or at least fool enough of 
them often enough to make the 
deception profitable. And it is 
true that cut-price sales on a few 
articles go far to create the im- 
pression that all prices at that 
particular establishment are lower 
than elsewhere. But buyers, 
either wholesale or retail, are not 
to be deceived for any great 
length of time, and the man who 
creates a startling bargain on one 
thing, only to boost the price of 
another, will soon discover his 
error if he isn't wholly lacking 
in business acumen. 

I have seen at least one retail 
grocery business built up very 
rapidly by a combination of ser- 
vice, good goods and real bar- 
gain sales, and without any 
spread-eagle advertising. It can 
be done. and there is no more 
reason for “making it up on 
other things,” than for advancing 
prices every time an unusually 
large ad is run; for the loss of 
profits (or more) on a cut-price 
sale, is nothing more nor less 
than adv ertising. 

When buyers find that the cut 
price is a cut price—that it rep- 
resents exceptional value—and 
that other things in the line are 
no higher, quality for quality, 
than at other stores, the concern 
will have created an immense 
capital in public confidence, which 
cannot help but increase its sales 
of regular goods at_ regular 
prices, 

It is better, however, as a rule, 
to limit such sales as to duration 
and quantity of goods to be sold 
to a single purchaser. Thus you 
run less risk of supplying com- 
(when selling below 
cost) and your sale is over before 
competition has a _ chance to 
duplicate your bargain, forcing 
him to tag along at the tail of the 
procession, if he gets in at all. It 
is also desirable to cut something 
which has a reputation and an 
established price—preferably a 
branded article. And it is best 
to make a deep cut, on which 
your competitor will dislike to 
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“go you one better,” if he learns 
what you are doing in time to do 
anything 4long similar lines. 

But perhaps the best and alto- 
gether the safest things to cut are 
things the sale of which you con- 
trol in your territory. That usu- 
ally shuts out competition alto- 
gether and lessens the probability 
of the “cut-price war” so much 
dreaded by many merchants, 

I believe that such methods are 
highly important to the new busi- 
ness, wholesale or _retail—the 
business that must quickly make 
many new connections, and that 
must draw largely from the at- 
tached trades of older and better- 
known concerns. 

The form letters and ads sub- 
mitted with the preceding letter 
are excellent of their kinds. They 
inspire confidence, and to a much 
greater degree than if they were 
given wholly to bargain offers, 
but I believe that the combination 
of service and exceptional values 
would have been more effective. 

Suppose, for instance, that 
there had been, as a postscript to 
each ad or letter, a specific bar- 
gain offer—a very unusual value, 
prefaced by “Just to get better 
acquainted,” or “Just to show you 
how our methods work in 
handling your orders,” or some- 
thing like that. Don't you think 
the ads or the letters would have 
been more effective? 

The only reference to anything 
of the kind, in seven ads and five 
form letters, appears in the last 
of the letters, as follows: “We 
have two special values now that 
can't be beat; one is a green 
coffee and the other a fancy head 
rice. Both were recently bought 
in large quantities to get a price 
concession of real interest.” 

Now that is along the right 
line, but it doesn’t go far enough. 
It isn't sufficiently definite. It 
gives the grocer nothing on which 
to judge of the wholesaler’s ideas 
as to what constitutes “a price 
concession of real interest;” no 
opportunity for him to estimate 
his profits. He may take the 
trouble to ask for further infor- 
mation, and he may not. He 
should have been told the usual 


wholesale prices of the qualities 
offered, in various quantities, and 
the bargain price. 

And right there is another op- 
portunity for the wholesaler—to 
suggest that the grocer buy a good 
quantity because of the very low 
price, and make a special sale of 
it himself. 

There need be no loss of dig- 
nity in such advertising—no sac- 
rifice of anything which makes 
for good business, For instance: 


WE WOULD NOT BE KNOWN AS 
PRICE CUTTERS IN ALL THAT 
THE TERM USUALLY IMPLIES. 


No price could be low enough, no 
temptation great enough, to induce us 
to handle goods of doubtful quality. 

We would be known for what we are 
—Wholesalers of everything good in 
Grocery lines, with the interests of 
our customers constantly in mind, and 
with a sufficient regard for our own 
interests to share unusual values with 
those whose business we seek. 

So, while basing our claims for your 
business on exceptional service— 
abe a gpa in filling orders—the col- 
lection and credit to your account of 
your railroad claims—your absolute 
protection against damaged or inferior 
goods—prompt shipment, enclosing bill 
of lading with every invoice, and the 
authorization of our traveling man to 
adjust any error or misunderstanding; 
we also see to it that you share in 
the benefits of our close, constant 
touch with the world’s best markets— 
our ability to foresee and take advan- 
tage of increasing prices—our large 
quantity buying, and the real bargains 
which now and then come to those 
who are on the lookout for them and 
have an assured outlet for large quan- 
tities. 

If you are not yet acquainted with 
us, we should like to have you know 
us and our ways of doing business, for 
such acquaintance is bound to be 
mutually satisfactory and_ profitable. 
You can make the introduction de- 
cidedly profitable to yourself by tak- 
ing advantage of our recent advan- 
tage in buying large quantities of 


GREEN COFFEE AND FANCY 
HEAD RICE. 


(Descriptions here, with usual retail 
and wholesale prices and the bargain 
prices.) 

Send us your order at once (offer 
| eS eee ee and get a free 
sample of the service and methods 
that we employ whether orders are 
large or small, at bargain or regular 
prices.) 

W. H. OLESALE GROCER CO. 





The following form letters 
(which were filled in with names 
and addresses) are _ excellent, 
lacking only that incentive for im- 
mediate action on the part of the 
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recipient—some definite proposi- 
tion, with prices—which should 
have appeared in the third or 
fourth: 

About the roth of August this com- 

ny, a new wholesale grocery estab- 
ishment, will open for business in this 
city at No. 126 South Front street. 

§ making this announcement we 
wish to add that, before it was decided 
to organize a new company, every im- 
portant feature of the wholesale gro- 
cery business was carefully studied 
from a practical viewpoint. This was 
done for the purpose of determining 
upon the best methods and policies to 
be used in the conduct of the business, 


such as will make for greatly im- 
proved service to our customers. 
We realize, however, that success 


depend upon good ser- 
the right kind of goods, 
and absolutely honest 
dealing; these four essential features 
form the basis upon which we will 
solicit your patronage when ready for 
business. 

You understand, of course, that 
groceries, as a rule, are sold on a close 
margin of profit and we cannot hope to 
undersell all others, yet several years’ 

ractical experience in this kind of 
Losknens and a close study of condi- 
tions governing the grocery trade will 
enable the officers of this company to 
serve you to your best advantage. 

We will open with a fresh new 
stock throughout and hope to merit at 
least a share of your orders right from 
the beginning. You will find us in 
line in every way that characterizes a 
progressive, up-to-date firm, one that 
is composed of young men full of en- 
thusiasm and whose ambition is to 
make the Currie-McCraw Company 
worthy of both the confidence and pat- 
ronage of its customers. 

Thanking you in advance for any 
favor you may feel disposed to show 
us, and extending you a cordial invita- 
tion to call on us when in the city, 
we are, 


will not only 
vice, but upon 
correct prices 


Yours very truly, 
Currie-McCraw ComPAny. 


It is an old adage that a new broom 
sweeps clean. This is applicable to us 
in part only, as the character of our 
service will improve with age instead 


of deteriorating like the proverbial 
broom. 

Our “opening” was an event that 
proved very gratifying to us. An_ ac- 
cumulation of a great many orders, 
complimentary to the occasion, pro- 
vided a volume of business which 


would haye tickled the pride of even 
an older firm. We were especially 
leased for the reason that such a 
ginning was an evidence of the loy- 
alty of our friends, as well as an en- 
dorsement of the principles and pro- 
gressive methods by means of which 
we expect to build up a_ successful 


business. 

Our stock is now complete and we 
will appreciate your orders, either 
through our traveling salesmen or by 


One special feature of our new 


mail. 
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business will be the time and care- 
ful attention devoted to mail orders. 
This important department will be so 
conducted as to merit the full confi- 
dence of our customers. 

When you need something in a 
hurry mail us your order. We are 
anxious to show you how clean the 
new broom sweeps. 

Yours truly, 
Currie-McCraw CoMPANny. 


The battle cry of nearly all new 
concerns is cheap prices—claiming to 
sell goods for less money than com- 
petitors. In many cases they actually 
do it, expecting to get prices up to a 
profitable margin later on, after hav- 
ing become established in _ business. 

This is not only a wrong idea from 
a business standpoint, but, in our 


opinion, is a form of deception that 
eventually works against the best in- 
terest of both house and _ customer. 


We have had enough previous experi- 
ence in the wholesale grocery business 
to know that honest success in this 
line is not the result of selling goods 
cheaper than every one else. It can’t 
be done for any great length of time 
and succeed. 

Our new business was founded on 
the principle of absolute honest deal- 
ings, which means, in addition to good 
service, the right kind of goods at 
correct prices. This is the basis on 
which we expect to win success, and 
the only basis on which we would de- 
serve to win it. When placing your 
orders with us, you can count on 
good treatment. We will make you as 
close prices as are made by older 
houses besides looking out for your 
interest in every other way. 

It is also a fact, no doubt, that we 
will appreciate your orders more than 
those who are already established in 


business. Send us a mail order and 
get better acquainted with our new 
firm. Maybe it will result to your 
advantage. 
Yours truly, 

Currie-McCraw Company. 
Are you familiar with all the 
special, distinctive features of our 
service, features that make it worth 


your while to know about? 

It is the policy of our firm to do 
things differently from others when 
an improvement can be made and, you 
know, this is nearly always possible. 
No such things as “ruts” are known 
in our business. We are continually 
devising and adopting new methods 
which make for better service and 
protect the interest of our customers. 

For instance, we have recently es- 
tablished a special department for col- 
lecting claims against transportation 
companies, which relieves you of any 


annoyance resulting from goods lost 
or damaged in transit. No doubt you 
have in times past reported such 


troubles and received a letter reading 
something like this: “Sorry we can’t 
give you credit, but you know our 
responsibility ceases when receipt is 
obtained from transportation company, 
ete.”” Sounds familiar, doesn’t it? 

Do you know how we handle such 
matters? Read the enclosed clipping 

















Memphis Times, which ex- 


the 
plains our system fully and accurately. 
This editoriaf! comment was made _ with- 


from 


out solicitation on our part and did 
not cost us one penny. It deals with 
a question of vital importance to your 
business and is well worth reading. 
We know where all the rough places 
are in the grocery business, and these 
special features of our service are in- 
tended to smooth them over for you. 
We find that they pay all right too. 
Our increasing sales testify to that 
fact. Think it over and let us make 
business easier and more profitable for 
you the coming year. 
Yours truly, 
Currie-McCraw CoMPANyY. 


You, of course, are in business to 
make money, and are interested in 


anything calculated to further your 
purpose. : ; 
Our way of doing business was 


planned and adopted with the idea in 
view of relieving our customers in 
every way possible of the many little 
worries which come up from time to 
time. We refer to the collection of 
railroad claims and other good features 
of our service with which you are al- 
ready familiar. 

This kind of service, the kind that 
“makes business easy for you,” was 
unknown before we put it into prac- 
tice. Others, we understand, have 
fallen into line now, and naturally so, 
but what made them do it? That's an 
easy one, no answer is necessary. 

Now, we know of course that every- 
body works hard for your business 
and that prices are frequently knifed 
to the quick. But when this is the 
case you must feel the necessity of 
watching all prices like a hawk to pre- 


vent the “averaging up” process. 
You don’t have to watch us, we 
make uniformly right prices which 


will average up to your advantage and 
at the same time give us a reasonable 
profit. There is no other way to do 
business successfully. The fellow who 
sells goods for cost or below a margin 
of safety must either make it up on 
something else or eventually fail. 

We have two special values now that 
can’t be beat; one is a green coffee 
and the other a fancy head rice. Both 
were recently bought in large quanti- 
ties to get a price concession of real 
interest. Let us send you samples and 
quote prices. We will also appreciate 
your order for anything else in our 
line. Yours truly, 

Currie-McCraw Company. 





The ads reprinted below are 
also of the right sort and pro- 
duce the impression of confidence 
sO necessary to any business, so 
vitally important to a new one. 
But these also lack the power of 
prices and descriptions: 
PRACTICAL REASONS WHY RE- 

TAIL GROCERS SHOULD ORDER 

FROM US. 

We do not ask for patronage on any 
other ground than that of actual ser- 
vice to you. We believe that like the 


e 
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signers of the Declaration of Inde- 
pendence, we should assign good and 
valid reasons for living. 

Our Methods furnish the reasons. 
More than a dozen features of special 
value to retail grocers have been 
originated by this house. 

In the handling of mail orders, we 
have progressively kept ahead of all 
imitators. If you want the best ser- 
vice give us your orders. 

CURRIE-McCRAW COMPANY, 

Wholesale Grocers, 
126-128 S. Front St., Memphis, Tenn. 
We Make Business Easy For You. 


SOME OF THE WAYS WE HELP 
GROCERS. 

We know by long experience that 
retail grocers are entirely too busy 
with the daily work to waste their 
time and energy consumed on claims 
against the railroad companies, com- 
plaints of any kind, or useless corre- 
spondence over delayed shipments. 

Our traveling men _ settle claims 
without correspondence, 

We assume all your freight claims 
as soon as you turn over to us the 
papers necessary to establish the same. 

We attach railway bills of lading to 


all invoices, showing exactly when 
shipment was made. 

Try our way. 

CURRIE-McCRAW COMPANY, 


Wholesale Grocers, 
Front St., Memphis, Tenn. 
Business Easy For You. 


126-128 S. 
We Make 


RETAIL GROCERS WHO KNOW 
GOOD SERVICE ARE SENDING 
US THEIR MAIL ORDERS. 

The fact that we make a specialty 
of mail orders and have had years of 
experience in perfecting mail order 
system has given us an advantage 
which discriminating grocers have not 
been slow to realize, 

We have devised nearly every new 
and progressive change of methods 
now so much discussed in Memphis. 

We regard every mail order as a 
rush order, making shipment the same 


day order is received, attaching bill 
of lading to invoice as proof of 
promptness, 

CURRIE-McCRAW COMPANY, 


Wholesale Grocers, 
126-128 S. Front St., Memphis, Tenn. 
We Make Business Easy For You. 


DEAL WITH A WHOLESALE GRO- 
CERY FIRM THAT MAKES 
BUSINESS EASY FOR YOU. 
The grocery business is a strenuous 

one at best. Nothing that makes it 

easier or more profitable should be 
overlooked. 

The special, distinctive features of 
our service are intended to smooth 
over the rough places. For instance: 

We assume collection of your rail- 
road claims and credit your account 
on receipt of expense bill. 

We protect you in full against dam- 
aged or inferior goods without quib- 
bling over it. Such goods get out only 
by_ mistake. 

We give our traveling men full au- 
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thority to adjust any 
understandings which may arise. 

We ship promptly and prove our 
promptness by enclosing bill of lading 
with every invoice. 

If these methods appeal to you send 
us your orders. 

CURRIE-McCRAW COMPANY, 

Vholesale Grocers, 
126-128 S. Front St., Memphis, Tenn, 


AS WE MAKE MAIL ORDERS A 
SPECIALTY WE ARE BOUND 
TO GET BETTER RESULTS. 

We are becoming known everywhere 
in the Memphis territory as the “pro- 
gressive” mail order house. We adopt 
every improvement in system which 
will improve service to grocers, 

You may have noticed that it is get- 
ting to be the fashion to imitate our 
methods or some of them. This only 
goes to show how important are the 
new features we introduce. 

Try us on your next mail order and 
compare results. 

CURRIE-McCRAW COMPANY, 

Wholesale Grocers, 
126-128 S. Front St., Memphis, Tenn. 
We Make Business Easy For You. 


BUY nee FROM A HOUSE 
WORT OF YOUR CONFI- 
DENCE IN EVERY WAY. 


mistakes or mis- 


Your object in business is to make 
money. 

Can you afford to overlook anything 
that will prove helpful? 

Our methods will relieve you of 
many worries and frequently loss, such 
as result from ‘railroad claims and 
goods damaged in transit. 


We have a well organized depart- 
ment just for this purpose and were 
the first house to adopt this worthy 


system. 
Our prices are always uniformly 
right. We don’t offer one thing at 


cost and try to make it up on some- 
thing else. 
If you deal with us you will soon 
learn that 
We Make Business Easy For You. 
CURRIE-McCRAW COMPANY, 
Wholesale Grocers, 
126-128 S. Front St., Memphis, Tenn. 


IF YOU HANDLE GROCERIES 
HERE ARE SEVERAL REASONS 
WHY OUR WAY OF _ DOING 
BUSINESS WILL INTEREST 
YOU. 


Because we are progressive in our 
methods and are continually looking 
out for the best way of giving satis- 
faction. 

That’s w we assume your railroad 
troubles be | give you credit for lost 
or damaged goods on receipt of ex- 
pense bill. 

You also have the satisfaction of 
knowing that your orders will be filled 
exactly as sent in. No _ substitutions 
permitted. 

We give you credit for knowing 
what you want. Our part is to supply 
the goods at the right price and we 
do it, too. 


Promptness is another one of our 
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A bill of lading attached to 
invoice proves this beyond ques- 


virtues. 

every 

tion. 
But, to sum it up in a nutshell, the 

best reason for sending us your orders 

is because, 

We Make Business Easy For You. 
CURRIE-McCRAW COMPANY, 

Wholesale Grocers, 


126-128 S. Front St., Memphis, Tenn. 





It would seem that this very- 
much-alive concern has _intro- 
duced some business methods 
which are novel to the wholesale 
grocery business; notably the 
prompt allowance, on its own 
books, for damage in transit of 
goods shipped to its customers, 
and I believe that point alone is 
worthy of an ad by itself at fre- 
quent intervals. 

—— +0 
$AM HOKE CLEARS UP A POINT. 

Pattsapes Park, N. J., Apr. 25, 1908. 
Editor of Printers’ INK: 

As an old user of Carter White 
Lead, I was interested in your criti- 
cism of their graphic advertisement, 
reproduced in your issue of April 22, 
page 4. 

I knew the point without reading the 
advertisement but on _ reading it 
notice that they have given the reason 
very clearly in the second paragraph, 
reading as follows: 

“Cracks in paint result from 
substitutes for pure white lead, 
that form a brittle shell, which 
cannot contract and expand with 
different temperatures.” 

This is not only clear, but it is true; 
and in the first paragraph is the state- 
ment that it doesn’t crack, because it 
is so elastic as to contract and expand 
as the surface it covers contracts and 
expands. 

You take two sheets of steel and 
coat one with zinc white and one with 


lead white, say in the middle of the 
summer, and place them both where 
they can get the full benefit of the 
wintry blasts, and next summer you 
will find the zine surface all full of 
checks and cracks, and much of it 


peeled off, but the lead sample will be 
unhurt practically. The same applies 
to wood or brick or stone. 

The advertisement seems a_ very 
good one to me, looking at it from the 
standpoint of the general public, or 
from that of the painter. 

Yours truly, 
a W. 


Hoke. 


Ss AME “GOODS. 


Customer—Is there as much genuine 
Vermont maple sugar on the market 
this spring as last? 

Dealer—Just as much, but under the 
new food law we have to put a differ- 
ent label on it.—Browning’s Magazine. 

LS castle Ecdininciad. 

“THERE isn’t a moans one-cent 
paper in the country that isn’t worth 
two cents.’—General Chas. H. Taylor, 
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A Roll of Honor 





Ne amount of money can buy a place in this list for a paper not having the 


requisite qualification. 
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that edition of the Directory a 


also from publishers wnpo for some reason — to obtain a rigure 3 rating im ‘the. “oul 
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da above, 
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These are generally regarded tee peeeen who believe that an advertiser has a right 
or. 


to know what he pays his hard cash 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 

statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Birmingham, Ledger, dy. Average for 1907, 
21,861. Best advert ine medium in Alabama. 


Gadsden, Evening g Journal. dy. Arerage 4907, 
2,468; largest in Alabama north of Birmingham. 


ontgomery, Journal, dy. Aver. /907, 9,464, 
nm afternoon ome newspaper of its city. 


ARIZONA. 


Phoenix. Repahijean. Daily aver. 1907.6,519. 
Leonard & Lewis, N. Y. Reps.. Tribune Bldg. 


CALIFORNIA. 


Les Angeles, Evening News. Guarantees an 
average datly circulation in excess of 24,000, 


@akland, Enquirer. Average /97, 
28,429; March, 1908, 49,208. Largest 
circulation in Oakland guaranteed, 


COLORADO. 
Desvee, rosin ‘region. Cireulation—-Datiy 

bacebe, Sun Sunday 84,411, 

8 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


rt, Evening Post. Sworn dail 
Ts: 12, 


alt! wits Sworn re dally, J March, 


Bridgeport, Morning Telegram, ¢ ony. 
Average for Mar. 1/908, swo 
You can cover Bridgeport by using 
Telegram only. Kate, aM. per line, flat. 





Meriden. Journal, evening. Actual arerage 
for 1906, 7,580. Average for 1907, 7,748. 


Meriden. Moraing Record and Republican. 
Daily average 1906, 7,672; 1907, 7,769, 


New Haven, Evening ster,cy. Annual 
sworn aver. for 1907, 7, 15,F80; Sunday, 12,104. 


at foe b Pvser: 
ont Higreny Rullaaiam. Aver. 





New Haven, bs a Average 1907, 16,548. 
E. Katz, Sp. Agt., N. 


New London, Day. ev’g. Aver. 1906, 6,104; 
average for 1907, 6,547; March, 19.5, 6,703. 

Norwalk, Evening Hour. February circula- 
tion exceeds 8,400. 

Nerwiech. Bulletin, morning. average for 
1905, 3,920; 1906, 6,559: January 1908, 2, 


Waterbury, Revublican. Av. 1907, 6,888 
morn.; 4,400 Sunday. Feb.,’08, Sun., 5,922. 


DISTRICT OF COLUMBIA. 
hha y= Evening Star, daily and Sun- 
day. Daily average for 1907, $5,486 (OO). 
FLORIDA 


Jacksonville, Metropolis,dy. Avera, 
10,880. E. Katz, Special Agent, New ~ ete 


GEORGIA. — 


Atlanta, Journal. ar é*. 1907,51,144. Sun- 
day 56,882, Semi-week easter The Jour- 
covers Dixie like tne , &, 


IDAHO. 


Boise, Evening Capital News, d'y. Aver. 1907, 
5,868; Actual circulation, Dec. 31, 1907, 6,070, 


ILLINOIS 


o if 
1900 4.0805 1906, GAB ay 07, 6,280. er 


Cham News. Guar Guaranteed larger circu- 
lation mete published in the twin 
cities (Champaign ana nd Urbana) combined. 

Chicago, The American nerican Journal of Clinical 
Medicine, mo. ‘$2.00), the open aoor to the Ameri- 
can — and through him to the Arrerican 
Public. Av. circul’n for past 3 years, 40,000, 


Chicage, Breeder’s Gazette. weekly. $2. Aver. 
circulation for year i“ Owe f0,000. For year 
ended Dec. 25, 1907, 74,755. 


Chicago, Commercial Telegraphers’ Journal, 
monthiy. Actual average for 1907, 15,000. 
Chieage, Dental Review, monthly. Actual 
average for 1906, 4.0013 Sor 1907, 4,018. 
Chicago, Farm Loans and Bonds. Lead- 
ing 1uvestment paper of the United States. 


lengo, Journal Amer. . Ass’n, week 
Ps - 07, 2,217; Jan., Feb, an 08, 53,087. 


Chi National Harness Review, monthly. 
5,000 copies each issue of 1907. 
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Chie: Record-Heraid. Average 1907, dail 
151,464; Sunday 216,464. it is not dispute 
thet The Chi icago Record-Herald has the largest 


net paid circulation of any two-cent newspaper 
in the world, morning or evening. 





ke The lute correct of the latest 
‘circulation rating accorded 

the Record-Herald is guaran- 
rAer.v-meteed by the publishers of 
Tero Rowell’s American News- 


paper Directory, who will 
pay one hundred dollars ‘to 
the first person who successfully contro- 
verts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest cireula- 
tion of any morning newspaper in Chicago. The 
pony - 4 is the oniy Chicago newspuper receiv- 
ing ( 

Gal Saiiins Republican-kegister, Sworn aver., 
6,256; Exam. A. A. Seaver; 50 per cent more 
than other Galesburg daily. 

Jeliet, Herald, evening and Sunday morning. 
Average for year “ending April 30, 1907, 7,871. 


Peeria, Evening Star. Circulation for 1907 
1,659. 


, 
INDIANA. 
Evanaville. Journal-News. Ar. for 1907, 18,« 
188. Sunduys over 18,000. E. Katz, 8. a... 
Notre Dame, The Ave Maria. ( oe weekly. 
Actual net average for 1907. 26,11 
Prineeton, Clarion-xews, daily ne weekly. 
Daily average 196, 1.501: weekly, 2,543, 
Richmond, The Evening Item, daily. Stworn 
average net paid circulation for twelve months 
ending Dec. 31, 1w7, 5,089. A circulation of 
over 5.000 ranteed in all 1907 contracts. The 
Item goes into 80 per cent of the Rickmond 
homes. No street sales. Uses no ums, 
6&2 The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
werts its accuracy. 
Seuth Bend. Tribune. Sworn arerage Mar. 
1908, 9,778. Absoiutely bestin South Kend. 


IOWA 
Burlington, Hawk-Eye. daily. 
$8,987. ~All paid in advance.” 


Davenport, Times. Daily aver. Mch., 18.95%. 
Circulation in City or Daily aver. nteed greater 
than any other paper or no pay for space. 


Des Moines. Capital, daily, Lafayette Young 
Puplisher. Circulation for 1907, 41,582. Kate 
70 cepts per inch. flat. If you are after business 
in lowa. the CaPITaL will get itfor you. First in 
everything. 


Towa City, Citizen. Actual average each issue 


Arer. 1907, 





Sor one yeur, 8,062 copies, Sworn statement on 
application. ~ newspaper that covers the 
Iowa City field. 


KANSAS. 

Hutchinaon, News. Daily 1906, 4.2603 7907, 
4.670. K. Katz, Special Agent, B.Y. 

Lawrence, World, daily. Actual average for 
1907, 4,217. 

Pitt«bu Headlight, dy.and wy. Average 
1907, daily C223, RVs; weekl y 5,547. 

KENTUCKY. 


Lexington, Leader. Av. 06, evg. 5,157. p- 
6,798; for ’07, eve’g, 5,890, Sy. 7,102. EK 
— 


Auguata. Comfort. mo . A. Gannett, pub. 
Actual average for 1907, 1,294, 488. 
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Augusta, Maine Farmer, w’kly. Aver. for 1907, 
14,126. Kateslow; recognized farmers’ Medium. 

Bangor, Commervci:i. Average for 1907, daily 
10,018; weekly, 28,422. 


1 ties. Maine Woods and Woodsman.week!y, 
. W. Brackett Co, Average for 17, 8,012. 


Portland. Evening Express, Averige for 197, 
daily 18,514. Sunday Telegram, 8, 


MARYLAND. 


Baltimore, American, Daily average for 1907, 
75,652; Sun., 91,209. No return privilege. 


Baltimore, News. daily. Evening News Pub- 
ishing ‘tooey Average 1907, 77,7 ‘or 

larch, 1908, 88,008, 

The « absolute correctness oS the 
latest circulation rating acecrded 
the News is guaranteed by the 
— of Rowell’s American 

ewspaper Direc tore who will 
pay one hundred ollars to the 
Jirst person who Bann FE -s con- 

troverts its accuracy. 


MASSACHUSETTS. 


Beaton. Evening Transcript (@@). Reston 
tea taole paper. Largest amoant of week day adv. 


Kit tk ek 


Boston, Globe. Average 197. daily, 181,844; 
Sunday 808,808, Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon eaitions for one price. 


WRK KW 


Boston, ory Average 1907, 
cody 248, | 


80; Sunday, 
6,268. hee over sue @ morn- 
J Wie omy in the ntry 
this ciroulation. In- 
ding morning, evening and 
Sunday papers n comparison, 
not sagt six American news- 
paper: approach the circula- 
ion of the Daily gue Hedge g 
editions 0; ap Bos Post, 
“Grow with us in moon. ” 

Lynn, Evening Item. Daily sworn av. year 
1906, 15,06: 1907, average, 16,522. ‘The 
Lynn family paper. Circulation unapproacheu 
in quantity or quality by any Lynn paper. 

Worcester, Gazette, eve. Av. 1907. 14,682 dy. 
Largest eve. cire’n. W _Woreester’s* *‘Home” paper. 

W oreenter. L’Opinion Pu cen. daily (© ©). 
Pata average Jor 1907, 4,58 

MICHIGAN. 

Bay City, Times, evening. Average for 
1907, 1,054. Copies, daily, guaranteed, 

Jackson Patriot, Average Feb. ’08, daily 
8,858, Sunday 9,8 Greatest net circulation. 

Saginaw, Courier-Herald. daily, wuts Guates 
paper; aver. for 1907, 14,749. Exam. by A 

Saginaw, Evening News. daily aaladts ue 
1907, 80,5 8tt March, 1908, 20,875. 


MINNESOTA. 


Miuneupolis, Farmers’ Tribune. twice-a-week. 
J. Murphy, pub. Aver. for 1907, 82,074, 


Minneapelis. Farm Stock, and Home, semi- 
Monthly. Actual ave e 1905, SZ,I8Ts aver- 
aye for 1906, 100,266; Jor 1907, 108,588. 

The absotute accurucy of Farm, 
Stocic «&¢ Home's circulation rating 
is guarantee by the American 
Newspa; Circulation ts 
Practioully bomene to the farmers 

Minnesota, the Dakotas, Western 
Wisconorn and Northern Iowa. Use 
it to reach section must propitabdl y. 
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Winneapolis, Journal. Daiiy 
and Sunday ‘O ). In 1907 aver- 
age daily circ ape 76.801, 
In 1907 av. Sunday cir., 72,578. 


Daily average circulation 
Mch., 1908, 78,7 


of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 

uaranteed to go into more 


mes than anys naper in its field 

and to reach the great army of 

©©| purchasers throughout the 
Northwest. The Journal Spleae 


results, 

CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending Decembe;, 
1907, was 76,608, The daily 
Tribune arerage per issue for 

by Am. N ° 

paper Dinoee the year ending December, 1907, 

tery. was 101,165, 


MISSOURI. 

Joplin, Globe, daily Average 1907, 17,080. 
E. Katz, Special Agent, N. Y. 

St. Joseph, News and Press. Circulation 
1907, 87,888, Smith & Thompson, Eust. Reps. 

St. Louisa, National Druggist, mo. Henry R. 
Strong, Editor and Publisher. Aver. // mos. 1907, 
10,685 (@ ©). Eastern office, 69 Maiden Lane. 

St. Louis, National Farmer and Stock Grower, 
mo. actual average for 1907, 104,666, 


MONTANA. 


Missoula, Missonlian. Every morning. Av- 
erage 12 months ending Dee. 81, 1906, 5,102. 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141,589. 





Lincoln. Freie Presse, wee weekly. Actual average 
Sor 196, 142.989 * 


NEW HAMPSHIRE. 

Nashua, Telegraph. The only daily in city. 

Average for 1907, 4,271, af . : 
NEW JERSEY 

Asbury Park, Press. 1907, 5,076. Gained 
average ot one subscriber a day for ten years. 

Camden, Daily Courier. Actual average for 
year ending December 31, ber 34, 1907, 9,001. 


Elizabeth, Jor arnal. Av. 1905. ome 1906, 
7,847; 1907, 8,811; Jan., 08, 9,479, 


Jersey City. Evening Journal. Arerage for 
4907, 24,880. Last three months 1907, 25,928, 





ark. Eve. News. Net dy. av. for 1906, 
6s. 22 copies; Jor 1907, 67,1955 Jan. 69,829. 


Trenton, Evening Times. Av, 1906, 18.287; 
aver, 1907, 20,2790; last 4% yr.’07,aver 20,409. 


NEW YORK. 
Albany. Evening Journal. Daily average for 
1907. 16,895. it’s the leading puper. 
Brooklyn, Weekly Record, weekly,” 2 cents. 
Aver. for year 1907,6,112, A want ad medium, 


Brooklyn. N. Y, Printers’ Ink sa: 

THE STANDARD UNION now has th fe 

largest circulation in Brooklyn. Daily 
average for year 1907, 52, 69%. 





Ruffalo, Courier, morn, Av.1907. Sunday .91- 
447; daily, 51,604; Enquirer, even.. 84,570. 


Kuffaio. Evening News. Daily avreraue 1906, 
94.6903 for 196, 94,7425 1907, 94,848. 


Mount Vernon, Argus.evening Actual daily 
average for year ending Feb, 29, 1908, 4,874. 
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6,088,  Circulates throughout Huason 
Bch Examined and certified by A.A.A. 
ew York City. 


New ¥ iti — and Navy Journal. Est. 1863, 
Actual av. Jor 07, 9,824; av. Jan. 08, 10,125, 


Newburgh, Daily News, evening. <Av- 
ee Creniation’ ret quarter 1908, 





Automobile, _e- Average for year eviding 
Dec. 28, 1906, 15,212 


Baker's Review, monthly . W.R. Gregory Co., 
publishers. Actual average for 197, 5,784, 
Benziger’s Magazine, the only popular Prihaiia 
Family Magazine published in tue United Sta 
Circulation for 1907 64,416; 50c. per agate ime 
Clipper, weekly (Theatrical), Frank Queen 
Pub. Co., Ltd. Aver. for 196, 26,.611(©@). 


El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1907, 8,888—sworn. 








Music Trade Keview, music trade and art week- 
ly. Average for 1907, 4,709. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1838, 
Actual weekly average for 
1907, 7.269. 


The People’s Home Sepevet. 564,416 mo. 
Good Literature. 458,666 monthly, average cir- 
culations for 1907—all to pees Sr qenanes sub- 
scribers. F. M. Lupton, publ publisher, Inc 


The Tea and Coffee Trade Journal. Average 
circulation for wer. ancene April, 1908, 9.64%; 
April, 1908, issue, 10,500. 


The Worid. Actual aver. ror 1907, Morn... 345, 
442. Eveniny. 405,172, Sunday, 848,885. 


Schenectady. Gazette, daily. A. N. Liec ay: 
Actual average for ’06, 15,809; Sor 07, 17,15: 


Syracune. Evening Ileraia. daily. Herald Co, 
pub, Arer, 1906, daily i5.206. Sunday 40.064, 


Troy, Record. Average circulation 
1907, ae. ae., Only paper in city which 
has nan pees ed A, A, A. examination, and 
e public the repo the report. 
Utiean. National “Flectrical Contractor, mo. 
Averaye for 196, 2.625. 
Utien. Press. daily. Otto A. Meyer, paliameee- 
Average for year en ing Dec. 31, 1907, 14,889. 


NORTH DAKOTA. 

Grand Forka, Normanden. Av. yr. 05, 7,201- 

Aver, for year 1906, 5,180. 
OHIO. 

Akron, Times, daily. Actual average for 
year 1906, 8,977; 1907, 9,551. 

Ashtabula, Amerikan Sanomef, Finnish. 
Actual average Sor 1906. 10,699, 


Clevelenh, Piain Dealer. Fst. 1841. Actual 
daily average 1907, 74,911; Sunday, 88,%78; 
Gra 1908, 78,880 daily? Sun.,, 8 6,888. 








Dayton, Journal. First siz months 1907, act- 
ual average. 24,196. 


Springfield. Farm and Fireside. over \ cen- 
tury leading Nat, agricult’l paper. Cir.445,000, 
Warren, Daily Chronicie. Acturl arerage 
Sor year ending December 31, 1906, 2,634, 
Youngatown. Vindicator. D'y. av.'07. 14,768; 
Sy. 10,017; LaCoste & Muxwell, N.Y. & Chicago. 
OKLAHOMA. 


Ardmore, Ardmoreite, daily, Average for 
1906, 2.445. 

Muskogee, Times-Democrat. Avera: 2 a 5, 
514; for 1907, 6,659. EZ. Katz. Agt., 


Oklahoma City, The Oklahoman. “1907 aver. 
20,152; Meh. 1908 28,805. E. Katz, Agent, N.Y. 
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OREGON. 


Mt. Angel. St. Josoph’s-Blatt. Weekly. Aver 
age for September, 1907, 20,880. 


Portiand, Journal, bas larger circula- 
tion in Portland and iv Oregon than an 
other daily paper. Portland Journal, 
daily et ig 1907, 28,8053 for March, 
198, 29,458. Vreeland-Be in, Kep- 

resentatives, N. Y. aud Chicago, 

Portland, The Oregonian (©). 
For over fifty years has been the 
great newspaper of the Pacific 
Northwest—more circulation, 
more foreign, more local and 
more classified adverticing than 
any other Oregon newspaper. 
March circulation, daily average 

88,989; Sunday average 42,587. 


Portland, Pacific Northwest, mo.;average for 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 
?, Average 1907.%.640, 


t. Northrup, Mgr. 
* 
Erie, Times, daily. Aver. for 1907, 18,508; 
Maren., 1908, 18,468. E. Katz, Sp. Ag., N. ¥. 





Chester, Times, ev’g 
N. Y. office, 220 B’way. 








Harrisburg, Telegraph. Swornav. Mar. 1908, 
15,274. Largest paid cir. in H’b’g or no pay. 


Philndeiphia, Contectioners’ Journal. mo. 


AV. 195,5,.470; 196. 5.514 (OO). 
. 7 1 


Farm JOURNAL is the o i 
the United States at yf ng A ‘ 
awarded all four of the distinguishin 
marks by Printers’ Ink. It isa Gol 

and be gy the 
as the Guar- 

, and included in the “Roll 


Mark paper, 
Seventh Sugar Bowl. 
antee Star 
of Honor.” 





The modern way of 
covering Philadelphia 
is to use 


“THE BULLETIN,” 


It every evening goes 
into nearly every Phil- 
adelphia home. 


NET AVERAGE FOR 
FEBRUARY 


263,723 


COPIES A DAY. 
New York Re; 
AN A. CARRO 
Tribune Building, New York 
tengo Ben eentotigen 
BRIGHT & VERREE 





esentative 





Boyce Building, Chicago 
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Philadelphia. The Press is 
Philadelphia’s Great Home News- 


UA aper. esides the Guarantee 
G R tar,ithas the Gold Marks and is 
N onthe Roll of Honor—the three 
‘44° §=6most desirable distinctions for 


any newspaper. Sworn average 
circulation of the daily Press for 
1907, 102,993; the Sunday !’ress, 124,006, 
Went Ohester. Local News, 
daily. WV. H. Hodgson, average for 
1907, 15,687. In its 35th year. 


PACE Independent. Has ter County 
AN and vicinity for ats jieid. Devoted 
TEED to home news. hense 18 a@ home 


paper. Chester County is second 
in the State in agricultural wealta. 


York, Dispatch and Daily, Average for /907, 
18,124, 


RHODE ISLAND. 


Pawtucket. Evening Times, Aver. circulation 
for 1907,17,908 (sworn). 


Providence. Daily Journal, 17,712 
(@O), sunday, 24,178 ‘O@©). Hrening 
Bulletin 87,061 averave 197. Bulletin 
circulation for 1908 over 45,000 daily. 


SOUTH CAROLINA. 
Charleston. Evening Post. <Actur/ dy. aver- 

age for 1#7, 4,251, March, 1908, 4,489. 
Columbia, State. Actual ave 
age for 1906, daily (© ©). 11,287 
copies; semi-weekly, 2,625; Sun- 
day (O©). 1906,12,228. Actual 
average for 1907 daily ‘©©) 
18,052, Sunday (©©) 18,887. 

Semi-weekly 2,997. 


UA 
on 
TEED 


> 





Spartanburg, Herald. Actual daily average 
cireulation for 1907, 2,215. Dec., 1907, 8,062. 


TENNESSEE. 
Chatisnenas, Dens. Average 


Sor 1907, 14, Only Chatta- 
novga paper permitting exami- 
A 


flea pation circulation by A. A. A. 
AN Carries more advg. in 6 days 
TEED than morning paper 7 days. Great- 


est Want Ad medium. Guaran- 
tees largest circuiation or no pay. 
Knoxville, Journal and _ Tribune. 
Week-day average year ending Dec. 
3/, 1907, 14,694, Week-day average Jan. 
24 in excess of 15,000. The leader. 


> 





Memphis, Commercial Appeal. daily. Sunday, 


weekly. First six months 1907 av.: -, 41, 782; 
Sunday, 61,485; weekly, 81,212. Smith & 
Thomp Repr ives, N.Y. and Chicago. 





Nashville, Banner. daily. Aver. Jor year 1906, 
81,455; for 1907, 86,206, 


TEXAS, 


El Paso, Herald. Jan.. av., 9,008. More than 
both other El Paso dailies. Verified by A. A. A. 


VERMONT. 
Barre, Times. daily. F. E. Langley. Aver. 1905, 
8,527; 1906, 4,118; 1907,4,585. Exam. by A.A.A. 


Bennington. Banner, daiiy. F. F. Howe. 
Actual average for 1906, 1,980; 1907, 2,019. 


Burlington, Free Press. Daily average for 
1907. 8.41%. Largest city and State circula- 
tion. Examined by Asso. of Amer. Advertisers. 


Montpelier, Argus, daily. Av. /907, 8,126. 
Only Montpelier paper exam. by A. A. A. 


Rutland, Herald. Average 1907, 4,268. 
Rutland paper examined by A. A. A. 


St. Albans, Messenger, dy. Average for /907, 
8,882. |.xamined by A. A. A. 


VIRGINIA. 
Danville, The Bee. Av. 1907, 2,711. March, 
1908, 8,014. Largest circulation. Only evening 
paper. New rate card in effect May Ist. 


Only 














WASHINGTON. 


Beattie, Post- Incelligencer (00). 
Peg r Feb. 8, net—Sunday 
$0.6 63 Daily, 82,088; week day 
Atel 80,874. Oniy sworn circulation 
AN in Seattie. Largest genuine and 
TEED cash paid swoniation in Washing- 
ton; bignest fie iw best service, 

greatest results ulways. 


Tacoma, Ledger. Average /907, daily, 18,506; 
Sunday, 21,798. 


Tneoma, News. <averuye 1907,16,525; Sat- 
urday, 17,610, 
. 


WEST VIRGINIA. 


Renceverte. W.Va. News. wy, Wm. B. Blake 
& Son, pubs. Aver.1907, 2,524 


WISCONSIN. 


Janesville, Gazette. Daily average for 1907 
8,67 1; semi- -weekly. 2,416; J ch., 08, dy., 4,82 5. 


Madinen, StateJournal. d dy. Actual average 
Sor 1907, 5,086, 


Milwaukee, che Journal, eve, 
ind. Daily age for 
51,922; for March” 1908, 54,706; 
daily gain over Mar., 1907, 8,216. 
The paid CITY Circulation of the 
Milwaukee Journal is guaranteed 
advertisers to be larger than is the 
TOTAL circulation of either of the 
other evening dailies, and the TOTAL circulation 
of The Journal to MORE than isthe TOT. an 
of the TWO COMBINED. The Journal leads all 
Milwaukee papers in classified and volume of 
advertising carried. 

Milwaukee, Evening Wisconsin,d’y. Av. 1907, 
28,082 (©). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 

Oshkosh, Northweetern. Ny wy Average for 
9907, 8,680. Examined by A. A. A. 
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Racine, Journal, daily, Average for the last 
six months 1907, 4,876, . 4 fut 


Kacine, Wis., Estab. 1877, 
Actunl weekly averaye for Coit, 
en 

Larger circulation in Wine 
sin thanany oP. addr, 
$3.50 an inch Mice, Ten- 
ple Ct. W.C. Richarason, Mgr. 


WYOMING. 


Cheyenne, Tribune. —_ daily averane ret 
for 1906, &,126; semi-weekly, 9 mos., 07, 4,294, 


BRITISH es. 
Vancouver, Province. dail Av. for 1907, 
18,846; Feb, 07, 12,978; Feb. 1908, 15,618, H. 
LeClerque, U. 8. "Repr +» Chicago and New York. 


MANITOBA, CAN. 
Winnipeg, Ler Nordwerten. Canada’s Ger- 
man newsp’r, Av. 1907.16,546, Rates d6c. inch, 


Winnipeg, Free Press, daily and weekly. Av- 
erage for 1907, daily, 86,852; daily Mar. 1908, 
ag weekly av. for mo. of Mar., 28,287. 


nipes, Telegram.. Average daily, Mar. 
"08 wat >. Weekly av. 27,000, Fiat rate. 


QUEBEC, CAN. 
Mon & Presse. “Actual average, 1907, 
daily 1 108.328," weekly 50,197. 


Montreal, the Daily Star and 
The Family ae nd Ly Weekly 
Star have nearly 200. any A neta 
ers, representing 1 readers 
—one-fiftn Canada’s tio 
Ar. si of the Dai w Toe aig a 1907 
62,887 copies daiin; the Weekly 
Star, 129,885 copies each ‘eene, 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is 2 Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
w* NT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT. 
BRIDES. Conn.. MORNING K&CORD; old es- 
p\ tablished family newspaper; covers fleld 
60,000 high-class pop.; leading Want Ad paper, 
Classifiea rate, cent a word: 7 times.) centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 

ty AR gry and SUNDAY STaR. Washington, 

© ©). carries DOUBLE the numberof 

Waar Ase of any other paper. Rate lc. a word, 

ILLINOIS, 

\HE DAILY NEWS is Chicago’s “Want ad” 
Directory. 

Ts TRIBUNE publi lassified ad- 

vertising than any “other Chicas newspaper. 

Ogee Republican-Register. Daily 

average 6,256. Best in its field for want ads. 

ke. a word. 








INDIANA. 

‘NM HE INDIANAPOLIS NEWS, the best medium 

in the Middle West for mail-order classified 
advertising, carries more of it than ail the other 
Indianapo! is papers combined, its total in 1907 
being 289,807 ads (an average of 919 a day)—23.331 
more than all the other local papers had. The 
News’ classified rate is one cent a word, and its 
daily paid circulation over 75,000. 








AN ENVIABLE RECORD. 


During the year 1 THE INDIANAPOLIS STAR 
carried 187.878 lines, or Or oa 26 columns more paid 
“Want” advertising than any other poowmeer 
in the entire State. THK STAR also ned 536.967 
lines, or 1,749.89 columns of classified advertising 
over the preceding year 1906. 

Rate, six cents per line. 

MAINE. 
Ht EVENING EXPRESS carries more Want ads 
than all other Portinnd dailies combined. 


MARYLAND. 
ges Baltimore News carries more = no Ads 
than any otner Baltimore daily. It is the 
recoxrnized Want Ad medium of Baltimore. 


MASSACHUSETTS. 
'I\Hi Boston KVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘They 
por oma to find all good places listed in its adver- 
columns. 


tet te tk tk tk 


l\HE BOSTON GLOBE, daily and i pe ba 3 
the year 1907, printed a total of 446.7. 
‘‘want” ads. There was a gain of 1,979 pet. — 
aed 1906, and was 230,163 more than, any other 
Dosten paper carried for the year 1907. 


te tet ie ik Hk 
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MINNEROTA, 
The eupeapete JOURNAL, Daily 
Wr: nday, cerries more clas 


sified advertising than any other 
yey ae per. No free 

Wants and no Clairvoyant nor 
objectionable medical advertise- 

ments printed. Classified Wants 
printed in Mar., 188,678 lines. In- 
dividual advertirements, 

Eight cents per te —_ per in- 
sertion, if cha ad taken 


for less than 2% cents. ree cash ac- 
© ©} companies order the rate is le. a 
word. No ad taken less than 20c. 


7% MINNEAPOLIS TRIBUN« is the recognized 
Want ad medi of Mi li 





CIRO’LAT’N (HE MINNKAPOLIS TRIBUNE is 

the oldest Minneapolis daily 
and has over 100,000 subscribers. 
It publishes over 80 columns of 
Want advertizementsevery week 
at fuli price (average of two 
pages a day); no free ads, price 
eat both morning and even- 
ing issues. Rate, 10 cents per 
line, Daily or Sunday. 


— 


ST. PAU! DISPATCII, St. Paul, Minn., covers 
its field. Average for 1907, 68,671. 


by Am. News- 
paper Diltory 


MISSOUKL. 
HE Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word. Minimum, lic. 


MONTANA, 
"HE paanende. STANDARD is Montana’s great 
“Want-Aa” medium; ic. a word. Average 
emouletion daily for 1907, oT) 084; Sunday, 15,090. 


NEW JERSEY. 
ERSEY CITY EveninG JOURNAL leads allother 
e Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 





N EWARK, N.J, FREIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 


mans One cent per word ; 8 cents per month. 





NEW Yors&. 


LBANY EVENING JOURNAL, Fastern N. Y.’s 
vest paper tor Wants and classified ads. 


] UFFALO EVENING NEwSs with over 95,000 cir- 

culation, is the only Want Medium in Buffa le 
and the strongest Want Medium in the State, 
outside of New York City. 


RGUS, Mount Vernon’s only daily. Greatest 
a Want Ad medium in Westchester Couuty. 





RINTERS’ INK, published weekly. The rec 
ognized and leaaing \\‘antad medium for 
want ad mediums. mail order arucles, advertis 
ing vovelties, printing. typewritten ciliculars, 
rubber stamps, office devices. adwriting, baif- 
tone making, and practicatiy anything whicn 
interests and appeais to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a lineper bane flat, six wores to a line, 





Olle. 
| ig a list of 100 recognized classified advertising 
mediums. only two produced_results at a 
lower cost than the CINCINNATI ENQUIRER. A 
word to the wise is sufficient. You want results. 


OUNGSTOWN VinvicaTor—Leading *Want” 
medium, le. per wora. Largest circulation. 
OKLAHOMA. 


TVHE OxtanomaN Ota. City, 23.305. Publishes 
more Wants than avy 7 vkla. competitors, 








PENNSYLVANIA. 
yh % Chester, Pa.. TIMES carries from two to 
tive times more ciassifieu ads than any 


other papet. Greatestcirculation. . 








UTAH, 
{ ALT LAKE TRIBUNE—Get results—Want-Ad 
medium tor Utah, Idaho and Nevada. 


CANADA. 
HE DAILY TELVrGRaPH, St. John, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastein Canada. ant one cent a word. 
Mininoum charge 25 cents. 


A PRESSE, Montreal. La Largest daily circula- 

tion in Canada witnout exception. (Daily 

100,087. Saturdays 117,000—sworn to.) Carries more 
want ads than auy newspaper in Montreal. 


’ (= Montreal DaILy STAR carries more Want 

advertisements than aj] other Moncrea) 
dailies combined. The FamiILy H&RaLD AND 
WEEKLYSTARCcarrie more Want advertisemeuts 
than any other weekly paper in Canada. 








A SPECIAL SERVICE OF SYN- 


DICATE CUTS. 
Artistic Ap Co., 
Cut Makers—Adwriters, 
320 Broadway, 
New York, April 4, 1908. 
Editor of Printers’ INK: 

Our attention has been called to an 
article on laundry advertising written 
by W. R. Hyde, and appearing in your 
issue of March 18th. In the course 
of this article Mr. Hyde says: ‘‘The 
matter of illustrations is an important 
one. Good illustrations for use in 
laundry advertisements are almost im- 
possible to obtain. In common with 
other advertisers, the various styles of 
syndicate cuts have been used by laun- 
derers, but their use is steadily grow- 
ing smaller as they do not fill the re- 
quirements of the trade in any partic- 
ular. Most of them are cuts which 
could be used to illustrate the adver- 
tisements of any business, and their 
eo ag | is nowhere more apparent 
than in the laundry advertising. What 
is wanted are distinctive laundry il- 
lustrations—those showing laundry ma- 
chines in operation, in such a way as 
to illustrate the value of the machine 
to the public, and illustrations of  fin- 
ished laundry work, and of some of the 
hand-performed processes.” 

We disagree with Mr. Hyde to the 
extent of not believing that the public 
would be as much interested in illus- 
trations of laundry machinery in oper- 


ation as in illustrations of finished 
laundry work. Our experience cer- 
tainly favors the latter. We are, per- 


haps, the largest and most successful 
advertising cut syndicate now in ex- 
istence, and our plan is to have special 
cuts made to suit individually each one 
of the fifty odd retail businesses we 
cater for. 

The laundry cuts we send out could 


not —— be used for any other 
business. nvariably the text in the 
cut includes the word “Laundry.” 


Every laundry cut is especially made ‘to 


fit that business only, in proof of 
which we are herewith submitting 
“proofs” of a few of our laundry 


cuts, taken at random from our stock. 
Very respectfully yours, 
Artistic Ap Company, 
Per Harry Hellingen, Manager. 

-> 

“Tue man with the goods” must 
first know how to show them.—Silent 
Partner. 
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(©©) GOLD MARK PAPERS@@)) 





Out of a grand total of SS ee —e in the 1907 issue of Roweil’s American Newspa- 


per Directory, one hundred and twenty are di 
marks (@ ©). 


eri from all the others by the so-walied gold 





THE Ones Be REGISTER ( 60). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, DP. ©. 
KS to 


Everybody in \ SUBSCRILB! 
THE entna aN AND D SUNDAY STA. Average, 
1907, 35,486 (@@). 


ssa a a (©). Pre- 
eminently the quality medion medium of the State. 


GEORGIA. 
ATLANTA CONSTITUTION (@©). Now, as 
always, the Quality Medium of Georgia, 


* ILLINOIS. 

BAKERS’ HE! rune ©), Chicago, only “Gold 
Mark” journal for baxers. Oldest, beat known. 

THE INLAND PRINTER, Chicago. (© ©). Act- 
ualaverage circulation for 1905, 15,866. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ad brings 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER JOURN AL (@©). 

Best paper in city; read by best people. 


AINE. 
LEWISTON }VENING JOURNAL, daily, aver- 
age for 1907, 7.784; weekly, 17,545 (@ ©); 7.44% 
increase daily over last year. 


MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
“a of America (@©). 

TON COMMERCIAL BULLETIN (©6). 
Pn a. buyers of machinery for wool and cotton 
ufacturers. Est. 1859. Curtis Guild & Co., Pub. 
er EVENING TRANSCRIPT (©O©). estab- 
lished 1830. The only vold mark daiiv im Boston. 

TEXTILE WORLD RECORD (@©), Boston, is 

oted at home and abroad as the standard 

rican textile journal. 


SPRINGFIELD (MASS.) REPUBLICAN (©6). 
Ranks with the country’s half dozen leaders. 

WORCESTER L‘OPINION fe ag nay bog {9@). is 
the only gold mark French daily in the U. 8. 


MINNESOTA. 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation end most productive circula- 
tion in Riensepems, Carries more oval advertis- 
ing, more classified edvertising and more total 
advertising than any Ly paper in the Northwest. 


PIONEER PRESS (@0). SI (©). St. Paul, Minn. Most 
reliable paper in the Northwest. 


NEW YORK. 
BUFFALO COMMERCIAL (@©). Desirable 
because it always produces satisf:ctory resuits, 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation. influence and prestige. 


BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


CENTURY MAGAZINE (© ©). There area fow 
people in every community who know more 
than all the others. These people read tne 
CENTURY MAGAZINE. 


DRY GOODS ECONOMIST (©6), the _recog- 
nized authority of the Dry Goods and Depart- 
ment Store trade. 


ELECTRICAL WORLD (00). Kstablished 1874. 
The great international weekly. Cir. audited, 
verified and certified by the Association of — 
4 Advertisers. Av. weekly cir. durin 

as 18.2%. MosRAW PUBLISHING COM AN iT. 


"neue NEWS (© ©). The leading 

ongrnetring paver of the world; established 1874. 

— the man who buys or has the authority 
tospecify. Over 16,000 weekly, 




















THE ENGINEERING RECORD (©). The 
most pi rogressive civil engineering journal in 
the works. Circulation Pe re br er 14,000 per 
week. McURAW lL UBLISHING COMPANY. 


HARDWARE DEALERS’ 3 x ie 
re ee average vee eee, Sa + =m 
recimen copy ma “ 4 uest, 
D. T. MAL Cet. Pu 288 way, N. ¥. 
NEW YORK HENATD Wes D (@©). Whoever men. 
tions America’s leading newspapers mentions 
the New York HERALD first. 


NEW YORE TIMES «© Actual sales over 
1,000,000 a week. Largest heh-elnas circulation. 


NEW YORK a ie ©). daily and Sun- 
day. Established 1. A conservative, clean 
and up-to-date A, A whose readers repre- 
sent intellect and purchasing power toa high- 
grade advertiser. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


STREET RAILWAY JOURNAL (© ©). The 
foremost ——- on city and interurban rail- 
roading. raze circulation for 1907 8,216 
weekly. Moonaw ‘PUBLISHING COMPANY. 


VOGUE (@0) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 


OHIO. 

CINCINNATI ENQUIRER (©). In 1907 the lo- 
cal advertising was 33 t-3¢ more than in 196. The 
local advertiser knows where to spend his 
mouey. The oniy Gold Mark paper in Cincinnati. 


OREGON. 

THE OREGONIAN (@©), established 1851. 

The great newspaper of the Pacific Northwest. 
PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspuper. It is on te Roll of Honor and 
bas the (juarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

aper. Sworn circulation of The Daily Press, 

‘or 1907, 102,993; The Sunuay Press, 124,006. 


THE PITTSBURG 
ee DISPATCH e 


The newspaper that judicious advertisers 
always select first to cover tbe rich. pro- 
ductive, Pittsburg fieid. t two-cent 
morning paper assuring a prestige most 
protitable to advertisers. [Largest home 
delivered circuljation in Greater Pittsburg. 




















HODE ISLAND. 

PROVIDENCE JOURNAL (@6), a conservative 
enterprising newspaper without a single rival, 

SOUTU CAROLINA, 

THE STATE (@©), Columbia, 8. C. Highest 

quality, largest circulation in South Carolina, 
VIRGINIA. 

THE NORFOLK LANDMARK (©©) is the 
home paperof Norfolk. Va. That speaks volumes. 
WASHINGTON, 

THE POST INTELLIGENCER (© ©). Seattle’s 
most progressive paper. Oldest in ite; clean, 
reliabie, influential. Alt home cireula e 

WISCUNBIN, 

THE MILWAUKEE EVENING WISCONSIN 

(OO), the only er mark daily in Wisconsin. 


ANADA. 
THE HALIFAX Ay E rican D (® ©) and she EVEN- 
ING MAIL, Circulation 15.558, flat rate. 
THE GLOBE, Toronto (@6), waeiecien by 
Albert Frank & Co. as the i Canadian paper 
needed in their E p resort P 
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Printers’ Inx 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


OFFICE: No. 10 SPRUCE ST., 
New YORK City. 
Telephone 4779 Beekman. 


President, ROBERT W. PALMER. 
Secretary, DAVID MARCUS. Zs 
Treasurer, GEORGE P. KOWELL, 
The address of the company is the address of 
the officers. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C, 


t= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be ber 
~~ or one year each and a larger = 

t the same rate. Five cents a copy. 

ethers a bunived. Being printed from ae. 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred. 


ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure 
16 lines to Ld inch ($3); 200 lines tothe page ($40) 

For specifi ed position selected by the adver- 
tisers, if gran ouble price is demanded. 

On time contracts the last pon 4 is repeated 
when new ord fails to come to hand one week 
in aSvenes: oO! i publication. 

Contrac month, quarter or year. 
be diocontinwed ‘at the pleasure of the advertiser, 
and apaee ui paid for pro rata. 

Two 1 adver t taken. Six 
words A a line. 

Everything appearing as reading matter is in- 
serted free. 

AL) advertisements must be handed in one 
week in advance. 


New York, May 6, 1908. 














THEORIES beforehand have a 
certain value, but facts accom- 
plished have a greater worth. 


In Winston-Salem, N. C., this 
sign'is displayed in a barber-shop: 
“Your suit pressed and 
cleaned in the rear while 
you wait.” 


Tue Lebanon, Pa. Courier 
suspended publication last week. 
It was the third and last of the 
local weeklies published in Le- 
banon to pass out of existence. 


THE Quoin Club, composed of 
advertising managers of weekly 
and monthly magazines, has is- 
sued the first number of a month- 
ly organ called the “Quoin Club 
Key.” Josiah J. Hazen, advertis- 
ing manager of Life, 17 West 31st 
street, is secretary of the organi- 
zation, and will send the “Key” 
to anyone sufficiently interested 
to ask to be placed on me mail- 
ing list. 


PRINTERS’ INK. 


Motion in the shop window, of 
any sort, draws a crowd of look- 
ers-on through curiosity merely. 
But it requires a detective to tell 
how many who have been amused 
go in the store to trade, 

A SINGLE copy of a Sunday 
newspaper often contains upwards 
of five hundred thousand words. 
A two-line want ad contains but 
twelve words—twelve out of half 
a million—and yet it will be seen 
and read by thousands of persons, 
This is one of the marvels of 
modern advertising. 


Here is a point of grammar 
that is overlooked by many pub- 
lishers seeking to demonstrate 
that their circulation exceeds that 
of every competitor. They say 
that their circulation has been 
“proven” larger, whereas “proved” 
is the correct participial form. 
Printers’ INK can find no au- 
thority for “proven” except for 
use in courts of law, which em- 
ploy a great many irregularities 
of procedure. 


THEODORE W. Noyes, son of the 


late Crosby S. Noyes; has suc- 
ceeded his father as editor of the 
Washington Star. Since 1887 Mr. 
Noyes has been associate editor 
of the Star, intimately associated 
with his father in the editorial 
management, and in active con- 
trol for much of the time in re- 
cent years. He announces that 
there will be no change in the 
paper’s policies, which are “to be 
honest, fair, clean and accurate, 
and to fight for Washington.” 

THE 1908 edition of Rowell’s 
American Newspaper Directory, 
to be issued one week from day 
after to-morrow, will enumerate 
22,502 newspapers and _ periodi- 
cals, a loss of 396 as compared 
with the 1907 Directory. The loss 
seems to be due, chiefly, to heavy 
mortality among’ the. smaller 
newspapers, and an_ unusual 
number of consolidations. The 
total this year is a smaller num- 
ber than have been listed in 
Rowell’s Directory since the 1903 
book was published. 
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THE new administration of the 
Advertisers’ Club of Cincinnati 
has inaugurated Wednesday mid- 
day luncheons. 


Wit C, Izor, eastern manager 
of Uncle Remus’s The Home 
Magazine, has moved to Room 
4059, 1 Madison Square, 


Mr. Harry KAuFMAN, former- 
ly of the Kaufman Advertising 
Agency, is now associated with 
Sherman & Bryan, New York. 


BEN Jacozs, formerly advertis- 
ing manager of Jordan, Marsh & 
Company, Boston, is now con- 
nected with the advertising de- 
partment of the Boston American, 


Ricuarp A. Pick, Marquette 
Building, Chicago, western repre- 
sentative for Vogue and for Mod- 
ern Methods, has been appointed 
western representative for Case 

and Comment, 


Tue Galesburg, IIll., Republican- 
Register installed its fourth two- 


letter linotype during April. The 
Republican-Register is said to be 
the only Galesburg paper which 
has ever submitted its circulation 
records to examination. In the 
1908 edition of Rowell’s Ameri- 
can Newspaper Directory it has 
credit for an average daily issue 
during 1907 of 5,149 copies. 


Tue Milwaukee Journal recent- 
. ly issued a “Silver Jubilee” edi- 
tion, to commemorate the com- 
pletion of twenty-five years of 
publication. The paper contained 
over sixty pages, and worthily 
presented the case of Milwaukee 
as a city of marvelous develop- 
ment and great opportunities. 
During the quarter-century of its 
existence the Journal has achieved 
the largest circulation in Milwau- 
kee. The daily average number 
of copies printed during March 
was 54,706. The Journal is the 
only Milwaukee daily that pos- 
sesses the Guarantee Star of 
Rowell’s American Newspaper 
Directory, 
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Tue Lammers-Schilling Com- 
pany, artists and engravers in 
Chicago, have moved to. the 
Monon Building, 324 Dearborn 
street. 


Witt1AM C. SpraGcugE, editor of 
the American Boy, was chief 
speaker at the April dinner of the 
Grand Rapids, Mich., Advertis- 
ers’ Club. <A, F. Sheldon will 
speak on “Salesmanshio” at the 
May meeting. 

Georce McKittrick & Com- 
PANY, New York, publishers of 
the Directory of Advertisers, are 
preparing to publish a Directory 
of Buyers and Purchasing Agents 
of large manufacturing firms and 
corporations of the United States. 
The prospectus states: that the 
information has been obtained by 
personal visits of canvassers to 
each concern, and the work 
should contain valuable data for 
sales departments, 


The April meet- 
ing of the New 
York  Advertis- 
ing League, announced as a 
Porterhouse Reunion, was held 
on April 24th at the German 
Press Club. “Follow-Up Sys- 
tems” were up for discussion 
after the dinner, the speakers 
being R. S. Tibbals, advertising 
manager Angle Lamp Company; 
W. R. Koller, of Koller & Smith; 
C. S. Redfield, advertising mana- 
ger Yale & Towne Mfg. Co. and 
J. M. Brock, advertising manager 
W. M. Crane Co. The subject 
was divided into sub-topics as 
follows: Follow-up to the con- 
sumer for indirect sales; for di- 
rect sales; to the retailer for in- 
direct sales; for direct sales. 
After the speakers had com- 
pleted their remarks, several club 
members questioned them to bring 
out important details, or else told 
of their own experience with fol- 
low-up work. The talk was all 
interesting, and most of it was in- 
structive as well. The league has 
elected twenty new members this 
spring, bringing the total mem- 
bers up to nearly seventy,—all 
real advertising men. 


New York 
Ad League 
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J. H. Sxinner has been made 
advertising manager of the Mar- 
ket Grower's Journal, of Louis- 
ville, Ky. Mr. Skinner formerly 
occupied a similar position with 
Our Country. 


Tue May number of Uncle 
Remus’s The Home Magazine,— 
the first to be issued under the 
new title,—contains seventy-five 
columns of advertising. The 
magazine presents a pleasing ap- 
pearance, and is a credit to At- 
lanta. 

The American Newspaper Pub- 
lishers’ Association at its recent 
meeting elected officers as fol- 
lows: Herman Ridder, of the 
New York Staats-Zeitung, was 
re-elected president; Medill Mc- 
Cormick, of the Chicago Tribune, 
vice-president; Elbert H. Baker, 
of the Cleveland Plain Dealer, 
secretary, and W. J. Pattison, of 
the New York Evening Post, was 
elected to succeed Edward P. 
Call as treasurer. C. W. Hornick, 
of the San Francisco Call, and 
Charles H. Taylor, Jr., of the 
Boston Globe, held over as direc- 
tors, and Charles W. Knapp, of 
the St. Louis Republic; Hilton 
U. Brown, of the Indianapolis 
News; F. P. Glass, of the Mont- 
gomery Advertiser, and Conde 
Hamlin, of the New York Trib- 
une, were re-elected for two-year 
terms to succeed themselves. 








The New York 
The Canadian Sun in an issue 
Market one day last week 
had an important editorial upon 
the “Market of the United States 
in Canada.” The certainty of the 
development of Canada should be 
immediately brought home to the 
minds of American business men 
and manufacturers, and on this 
account part of the Sun’s edi- 
torial is reprinted below, in the 
hope that it may be read by many 
who did not see it when it ap- 
peared originally: 

Canada’s population is now about 
6,500,000. It includes several hundred 
thousand who are or who have been 
American citizens or who have been for 


a longer or shorter time resident in the 
United States. It is even probable that 





at least 10 per cent of Canada’s total 
population would be included in the 
group. It is probable that there are a 
quarter of a million American citizens 
in the Dominion, people who have 
crossed the border to make homes in 
a new land of opportunity. Statistics 
show that since the opening of the 
century more than 300,000 people have 
gone trom this country to Canada. The 
movement this year bas begun earlier 
than usual and has assumed unusual 
proportions. Many of these people are 
an will continue to be, by habit 
though not by employment, advertising 
agents for American goods. 

Canada needs people and has room 
for millions of them. They are coming 
to her in large numbers. With one- 
fourteenth of our population she is 
getting one quarter of our number of 
immigrants. In western Canada alone 
there are five million acres under culti- 
vation and a hundred and seventy-five 
million acres waiting for the plough 
and reaper. Thirty-five years ago 
Winnipeg was a “military lamp post.” 
To-day it has 100,000 inhabitants. West 
of it there is a thousand mile strip 
of fine wheat land. Twenty years ago 
that vast expanse was prairie, with 
here and there a settlement. To-day 
it is dotted with thriving villages and 
towns and ambitious young cities. The 
growth of eastern Canada has been less 
phenomenal, but it has been striking, 
Canada is at our very door and she is 
now importing about $350,000,000 
worth of merchandise a year, an in- 
crease of about 200 per cent in ten 
years. 

_ Some indication of American atten- 
tion to Canada’s commercial needs ap- 
pears in the fact that our exports to 
the Dominion in 1897 were valued at 
$72,000,000 and in 1907 at nearly 
$187,000,000. Our sales to Canada 
last year exceeded our sales to the 
whole of Asia and Oceania by $43,- 
000,000. There is no reason to doubt 
the increase of our sales as the years 
go by, but it behooves us as an en- 
terprising people to put ourselves in 
line to secure the greatest ossible 
benefits from a Canadian development 
which is as inevitable as the flow of 
water over Niagara Falls. The trade 
current may be diverted by foolish 
legislation or by lack of wise legisla- 
tion, but its flow northward and south- 
ward is as natural as the flow of a 
river. Canada’s commerce should, and 
in all probability will, exceed $1,000,- 
000,000 by the year 1915. The country 
is being gridironed with railroads, and 
business for the lines is made by the 
arrival of hundreds of thousands of 
settlers, most of them of the English- 
speaking race. 

Wisdom calls to American business 
men to learn as much as possible about 
this rapidly developing neighbor and 
to demand from their legislators ever 
possible facility for the extension o 
trade, import as well as export. We 
have much to gain by a huge reduction 
in or even the total removal of our 
present tariff barriers. The closer 
the trade relations between the United 
States and Canada the better will it 
be for the people of both countries. 
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THE annual Contractor’s Num- 
ber of the Engineering Record, 
issued last month, contained 792 
separate paid advertisements, oc- 
cupying more than 247 pages. 
The reading pages, and the pub- 
lisher’s own advertising, brought 
the grand total up to 266 pages. 





GLOWING REPORT FROM THE 
COAST. 


San Francisco, Cal., 
April 6, 1908. 
Editor of Prtnters’ INK: 

There have been so many and so 
widely differing reports in various pub- 
lications regarding the progress of re- 
building San Francisco that, without 
entering into dry statistics, I believe it 
will interest you to have a glimpse of 
the city from the viewpoint of an ad- 
vertising agency. 

Primarily, it is conceded by every 
visitor that the growth of this great 
mass of steel and brick and stone in 
the short period since the fire is un- 
preeedented, 

All the building progress that San 
Francisco has made is an_ actuality— 
the result of less than eighteen months 
of effort, for in the first half year fol- 
lowing the city’s ruin there, was on the 
one hand apathy and on the other un- 
certainty and unrest. 

Then the old-time energy began to 
assert itself and gradually one-story 
temporary shacks were replaced by fire- 
proof, earthquake-proof sky _ scrapers, 
until to-day in every direction great 
office buildings, huge hotels and apart- 
ment houses and business blocks, com- 
pleted and in course of construction, 
give the rapidly filling in outline of a 
city whose misfortunes have known no 
parallel in all the history of the world, 
and whose rapid rehabilitation has set 
the pace for generations yet to be 

Market street, from Powell to San- 
some street, with its tributaries of 
Third, Kearny, Geary, Post, Sutter 
streets and Grant avenue, looks to-day 
more like the vicinity of Park Row, 
with scores of tall structures along a 
.thoroughfare whose splendid breadth 
precludes the shutting off of light and 
air. The permanent buildings com- 
pleted since the fire number 6,000 and 
under course of construction 3,000. 

I should overlook my special _pro- 
vince as an advertising man did I fail 
to speak of the newspapers which have 
rehabilitated themselves after the com- 
plete destruction of their costly equip- 
ments. The Examiner, Call and 
Chronicle are the three morning pub- 
lications printing 16 pages daily, good 
times or bad, and issuing the bulky 
Sunday editions. But the Bulletin, 
the only evening newspaper, is the 
one San Francisco publication which 
has really been making history during 
the past half dozen years. It has 
peen fearlessly smiting hip and thigh 
corruption, in places high and low, 
and its activities have been noted in 
the press. of every Anglo-Saxon 
country. Its circulation gain has 


’ 
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been phengmenal, and along with this 
has been naturally the increase of 
advertising patronage. No one disputes 
its circulation claims. In the business 
handled by our own agency we know 
that advertisers have stood an increase 
of sixty per cent in advertising rates, 
and it is the boast of the management 
that despite the increase not a single 
patron has dropped out. 

My position as manager of the old- 
established Dake Advertising Agency— 
for thirty years the leading agency on 
the Coast—places me in touch with the 
big advertisers, and I can truthfully 
say that have never found such a 
spirit of confidence in present and 
future business as now prevails. There 
is great activity among local advertis- 
ers and a pronounced tendency to en- 
ter the eastern fields of commerce, 
particularly by the fruit interests. 
California must soon come to its own 
as the greatest producer of dried fruits 
and of canned goods in the world, and 
as quickly as our people realize the 
immense possibilities open to them in 
this connection they will seriously and 
systematically start a National Adver- 
tising campaign that will be a sure 
winner. 

When the canners and kindred in- 
terests reach such a decision you will 
find the Dake Advertising Agency ful- 
filling their part, for, of course, our 
extensive eastern connection puts us 
in a pre-eminently favorable position 
for handling such business. 

To-day the city has more and better 
accommodations for tourists and con- 
ventions than at any period in its his- 
tory. The estimated number of avail- 
able rooms in hotels and lodging houses 
is 30,000. 

In suburban realty there is unusual 
activity, more than 20,000 building lots 
having been sold during the past twelve 
months along one projected line of 
electric railway—the Ocean Shore. 

No one who really knows San Fran- 
cisco can ever wonder at her splendid 
optimism. 

Sitting serenely on her hundred hills 
with wondrous scope of mountain, bay 
and sea, warder of that matchless har- 
bor, of which it has been said that in 
it all the battleships of all the nations 
of the world might cast their anchors 
and yet be scarcely within hailing dis- 
tance of each other, with foreign trade 
still in its infancy, and yet famed 
Liverpool and storied Antwerp do not 
outrank the tonnage of her ocean 
craft, no one can ever question the 
splendid future at whose door she 
stands. 

The unnecessary Pooper scare” has 
all been dissipated; the coming of the 
fleet means the influx of untold thou- 
sands of sightseers, and when the 
great White Squadron steams through 
the Golden Gate the big guns of the 
fortifications in their salute to “Fight- 
ing Bob” will boom their welcome to 
San Francisco’s new era of progress 
and prosperity. 

With = kin wishes to the Little 
Schoolmaster, I am, 

ours very truly, 
C. E. Curserson, 

Manager Dake Advertising Agency. 
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MAGAZINES PLUS , TRADE 
JOURNALS.” 


“COLLIER’S” INTRODUCES A NEW 
WAY OF USING LARGE SPACE IN 
ITS PAGES—TRADE JOURNALS 
COVERED AT THE SAME TIME 
MAGAZINE ADS APPEAR, AND AT 
NO EXTRA COST TO THE ADVER- 
TISER, 


During 1907, three special num- 
bers of Collier’s were issued on 
an entirely new plan. They proved 
so successful that three more are 
appearing this year, and at least 
four are planned for 1909. 

These specials were devoted to 
Haberdashery, Foods and Furni- 
ture. No particular attention was 
given to those industries in the 
text. But the advertising depart- 
ment of Collicr’s undertook to 
secure enough special business in 
each industry to make the adver- 
tising pages impressive in them- 
selves. A reader opening the 
Haberdashery special, for ex- 
ample, and finding full-page an- 
nouncements for Kuppenheimer 
clothes, Krady suspenders, Regal 
shoes, Cluett-Peabody collars and 
shirts, Munsing underwear, Hole- 
proof hosiery, etc., was immedi- 
ately struck by the number of 
large advertisements of kindred 
articles. These special numbers 
made their point in that manner. 

The plan embraced only full- 
page business. To obtain adver- 
tising of the magnitude required 
to make such an_ impression, 
Collier’s went to manufacturers 
with a comprehensive proposition. 
While full-page ads in such a 
weekly have a wide appeal to the 
consumer, there is also a narrow- 
er and much stronger appeal to 
the retailer handling the adver- 
tised lines. Collier's offered to 
give the advertiser a complete 
campaign covering his trade 
simultaneously with the consum- 
er, and to this end each full-page 
advertisement was reduced to 
proper proportions and inserted 
in trade journals. The list for 
the Haberdashery number includ- 
ed the Haberdasher, Clothier and 
Furnisher, Men’s Wear and Ap- 
parel Gazette. No extra charge 
over the regular rate for a full- 
page in Collier’s was made to the 


advertiser. The magazine paid 
the space bills in trade journals, 
and also furnished an advance 
“flier” of eight pages, printed on 
fine stock, showing the special 
advertising that was to appear in 
each issue. These “fliers” were 
mailed to retail dealers all over 
the country to announce the gen- 
eral advertising and enable them 
to stock up and take care of de- 
mand. This method of working 
upon the trade in conjunction 
with a general campaign enabled 
the magazine to get several large 
advertising orders from firms that 
had before then used compara- 
tively small space. Cluett, Pea- 
body & Co. was one such firm, 
The results traced to this com- 
bination work appears to have 
been very good, for most of the 
firms have contracted for full 
pages in the special issues this 
year, and have also become more 
regular advertisers in Collier's 
ordinary issues, 

The special numbers scheduled 
for 1908 will be confined to the 
same trades—foods, haberdashery 
and furniture. Three specials 
covering these industries will also 
appear in 1909, and it is now 
thought that a building issue will 
be added, 

Another prime attraction in 
these issues, of course, was the 
magnificent color-work made pos- 
sible by Collier's fine equipment. 
Goods and trademarks were 
shown in exact colors, enabling 
readers to see how they looked. 
In some cases the magazine art- 
ists who designed color pages for 
the text also drew the advertis- 
ing pages to be printed on the 
same sheet, thus giving not only 
a harmony in design and color- 
ing, but greatly facilitating good 
printing. It is said that where 
color pages and color ads are de- 
signed separately they are not 
only likely to be out of harmony, 
but in printing inharmonious de- 
signs, one is likely to spoil the 
effect of the other. 


———_+9+—_—_— 
THE REAL THING. 

“No Antonius. A punjaub in 
India is not the editing of a funny 
column. The only real pun jobs are 
on the English comic papers.”— 
Browning’s Magazine. 
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WHEN NOBILITY  TESTI- 
FIES. 


The titled testimonial is a 
staple of patent medicine adver- 
tising in England. Army, clergy, 
Parliament and the medical pro- 
fession are regularly drawn upon 
for letters beginning “I have 
used: .’ But the bright, par- 
ticular jewel is the letter from 
a countess, relating how some 
years ago her friends were 
alarmed at her run-down and de- 
bilitated condition, and what she 
did for it. It might be imagined 
that such letters are difficult to 
obtain. But they aren't, always, 
and sometimes a humorous story 
goes with them. 

The advertising manager of a 
well-known liver-pill received a 
visit in London one afternoon 
from a shabby gentleman with a 
monocle, who stated that he was 
private secretary to a baroness. 
The latter had lately experienced 
a remarkable cure through the 
use of his medicine. The secre- 
tary believed—he was not certain 
of it, but he rawther fawncied, 
don’t yer know—that he could 
persuade—er—could put matters 
in such a light, that his noble 
patron might be persuaded to 
write a statement about their in- 
valuable remedy over her own 
name, for publication. In_ that 
event would the advertising 
manager pay him ten pounds for 
his good offices? 

The lady was looked up, and 
found to be a bona fide baroness, 
and the terms were agreed to. A 





. few days later the baroness her- 


self called, ceremoniously, and 
proved by her manner that she 
had come into the peerage via 
the music halls, Her husband, the 
baron, was in South Africa, and 
the “secretary” was really her 
lover. She wrote a glowing tes- 
timonial, furnished her photo- 
graph, and assented to the adver- 
tising manager’s stipulation that 
for a period of six months she 
would not permit herself to be 
cured by rival remedies of the 
same nature. This agreement was 
faithfully kept while the testi- 
monial ran _ widely in British 
newspapers. But during that time 
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the baroness was not prevented 
from investigating beauty lotions, 
tooth powders and. hair growers. 
Many of these she found so 
markedly beneficial that testi- 
monials were given also. 

A year later the baron himself 
got back from South Africa, and 
began to look into the operations 
of his wife. Far from being 
horrified, though, he took a sug- 
gestion from her, and presently 
the patent medicine houses were 
being delicately sounded on the 
baron’s behalf by the obliging 
“secretary,” and testimonials ap- 
pearing with the former’s photo- 
graph. 

The element of difficulty with 
such advertising feature is, not to 
obtain them. For the shabby 
genteel nobility is always equal to 
the demand. But it is often dif- 
ficult to know when the house 
has exclusive property in such a 
testimonial. There is a case on 
record where a down-at-the-heel 
fobleman assiduously canvassed 
half a dozen patent medicine 
houses at once, gave each a letter 
of praise, and his portrait, while 
keeping all in darkness as to his 
operations with the others. Only 
an accidental reference to the 
matter by one of the advertising 
managers led to the discovery of 
his duplicity. Then an investiga- 
tion was instigated, and when it 
was learned that six different 
houses had practically the same 
testimonial in plates, ready to be 
sent out to the papers, with the 
same portrait of the peer, show- 
ing his appearance ‘after recovery 
from the same disease, the six 
firms all destroyed their blocks. 
This shabby genteel nobleman 
cleared up several hundred dol- 
lars without ever having his 
name published at all. Which 
was doubtless the end he had in 
view. 

Sy 

THE Rochester Democrat and 
Chronicle has joined the Illus- 
trated Sunday Magazine list. This 
paper has far and away the larg- 
est daily and Sunday circulation 
in Rochester, and will materially 
strengthen the magazine supple- 
ment feature. 
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THE TIME-ELEMENT IN 
BARGAINS. 


What do you suppose pulls 
people to bargain sales? 
Prices—economy—the 

to save pennies? 

That is certainly a large part 
of it. But it isn’t all, brother. 
There’s a time-element, too—the 
“Don’t miss this opportunity” 
phase. After the price has been 
cut, then make the offer for to- 
day only, and if that doesn’t 
bring people downtown, then sell 
only one to any purchaser, and 
fill no mail orders on these spe- 
cial goods. 

Consider the Japanese auction- 
room. An odd Oriental illusion, 
the Jap auction-room. It is at 
once as fleeting as maya, and as 
enduring and changeless as nir- 
vana. The Jap auction-room in- 
sists that it is here to-day, but 
will be gone to-morrow. It is 
always closing eut—maybe. Big 
red signs across the front say sq. 
Red auction flags hang at the 
door. Inside you hear the trom- 
bone voice of the auctioneer, 
urging, “Now, good people, we 
haven't much time left this after- 
noon, come up a little closer.” 
Even as you pause on the walk a 
little brown man pastes up an- 
other wrapping-paper sign on the 
window, fresh from the marking- 
pot: 

POSITIVELY THE LAST DAY! ! ! 

Do not be alarmed, however. 
The Jap auction-room has been 
there for years, and will be for 
years to come. Tite big red signs 
are a fixture. Unwashed win- 
dows are a fixture. Likewise, the 
appearance of moving out to- 
morrow. They may change the 
auctioneer from lustrum to lus- 
tram, but they will always be 
right there selling the same gay 
tea-sets and “vawzes.” You could 
buy them next door in the ten- 
cent emporium. But the Jap 
auction-room gets three times the 
price by putting them in a satin- 
lined casket, and playing up the 
time-element strong. 

“T have here, ladies and gentle- 
men,” says the auctioneer, “a 
magnificent set of genuine Royal 
Satsumer ware. I am. going to 





chance 


ask you to start it at one hundred 
dollars—five per cent of its actual 
market value—because there are 
many hereswho want us to get on 
with the sale and put up those 
large pieces that you see in the 
entrance. I want to tell you, 
good people, that you don’t often 
see such a set of Satsumer in this 
country. Step up and look at it.” 

A few people shift from one 
foot to the other. The auctionéer 
picks out a timid man in front 
and points his finger at him. 

“Have you ever seen anything 
like it? 

“No—I guess not! Why, my 
friend, you wouldn’t see a set like 
that in Japan! J. Pierpont Mor- 
gan paid ten thousand dollars for 
one exactly like it the other day. 
I want you to start it at seventy- 
five dollars because we're short 
of time—this is the last day of 
the sale.” 

The timid man is overwhelmed, 
and a “capper” bids three-fifty. 
This horrifies the auctioneer, He 
states that he will pay anybody a 
hundred dollars out of his own 
pocket for a duplicate. He de- 
nounces the base streak in human 
nature that brings people in to 
take such advantage of the last 
day of a sale—and finally sells 
the Royal Satsumer to a_ fat 
woman for four-thirty. 

The Jap auction-room is always 
there, but the style in which it 
gets up the atmosphere of moving 
out is often artistic, purely as 
stage setting. On Fourteenth 
street, in New York, the past 
winter, it has been necessary to 
greatly heighten. this effect, owing 
to general wariness of purchas- 
ers. So down come the big gar- 
den urns and sheet-tin statuary 
used as a back-ground. Into the 
windows are pitchforked great 
bunches of packing-straw and 
some shattered packing-cases. 
Over the floor is strewed wrap- 
ping-paper, twine, shipping labels, 
and the auctioneer holds forth on 
a rough-box in one corner of the 
almost .empty store. This-is the 
time-element at its best. It looks, 
not merely like the last day of 
the sale, but as though the Sat- 
sumer wouldn't hold out till three 
o’clock. 
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It pays to understand the time- 
element in advertising bargains. 

Some of the best values at bar- 
gain sales are found when dealers 
close out winter stock in Febru- 
ary and summer remainders in 
August. These goods are genu- 
ine, and they sell for fifty per 
cent normal retail prices. But in 
comparison with the one-day sale 
of a cheap store, purely a fake 
both as to goods and prices, such 
sales do not draw big crowds. 
The time-element is lacking. 
Dealers make it plain that the 
offerings are to continue right 
through February and August, 
and the public takes it easy in 
the assurance that it has plenty 
of time. Perhaps it never gets 
round at all. 

But advertise a sale to begin at 
nine o'clock sharp and_ stop 
promptly at noon. Make it clear 
that these goods have been gath- 
ered from four quarters of the 
earth, and that there are only a 
few of them, and that when they 
are gone there will be no more. 
State that manufacturers have 
stopped making them. Tell read- 
ers that those wishing to see these 
goods must be on hand at nine 
sharp at a certain door, and ar- 
range with the Western Union to 
have the exact time telegraphed 
from Washington, so that the 
door may be opened on the min- 
ute. Give your bargains an ex- 
clusive glamor, make them diffi- 
cult, introduce the element of 
suspense. Then, at six-thirty in 
the morning the public will begin 
to gather as though for a bank 
run, and by nine the. police will 
have to come in to handle the 
crowd, 

— +p>_—__—_—- 


PROTECT THE GOODS. 





Not long ago I happened to be 
in a central New York city— 
Syracuse, to be exact, and want- 
ing a cigar, I stepped into one of 
the attractive tobacco stores in 
Salina street. The window was 
nicely trimmed in a manner cal- 
culated to bring trade from a 
clientele of the best class. The 
interior of the place was in ac- 
cordance with the window. 
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The time was about eight 
o'clock in the morning. One well- 
dressed man, who was evidently 
a commercial traveler preceded 
me by a fraction of a minute 
through the door. He walked 
directly to a glass showcase and 
examined a heavily advertised 
brand of cigar displayed on the 
top of the case. His examina- 
tion lasted about fifteen seconds. 
He bought three ten cent cigars 
of another make, 

Somehow or other I could not 
resist the temptation to ask him, 
more through idle curiosity than 
otherwise, why he passed the ad- 
vertised brand and bought an- 
other cigar of the same price. 
Without a word he led me back 
to the case. 

“Do you see those cigars? Pick 
one up and look at it. ‘See that 
dust? See: that boy back there 
dusting? 

“Last night, before going to the 
hotel, I was in here and bought 
some cigars. The store was filled 
with smokers and occasionally a 
man spat upon the floor. Some- 
time since, ‘someone swept this 
floor, The air was filled with 
that dust but no one covered the 
cigars that are offered here for 
decent men to smoke. Would 
you buy one covered with dust as 
you see these?” 

I looked further. and saw a 
well-known brand of stogies ex- 
hibited the same way. They, too, 
were covered with dust. 

It does seem too bad, for the 
traveling man mentioned was un- 
doubtedly not the only one who 
saw the dust, and that store was 
not the only one in which this 
thing happens every night. 

Go into almost any hardware 
store in the smaller towns and 
you find horse blankets thrown 
over the most widely advertised 
parlor heater or kitchen range. It 
is the same in all lines. I believe 
a far greater per cent of sales 
might be made of the advertised 
article as against the non-adver- 
tised commodity, if the retailers 
can be brought to see the import 
of really protecting the goods 
after they have purchased them, 
in anticipation of future business 
and sales, Frank A, Woop. 
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SELF ADVERTISING BY 
NEWSPAPERS. 


The first requisite to success- 
ful self advertising by newspapers 
is confidence on the part of the 
publisher that his space is worth 
the price. Without such confi- 
dence he can hardly hope to in- 
spire it in his prospective adver- 
tisers or subscribers, The man 
with a paper which he feels is not 
worthy the attention of advertis- 
ers would better make it so or 
swap it for a yellow dog and get 
another. 

The self advertising begins at 
the date line and runs all the way 
through to the last period on the 
last page. Good or bad, it is 
found in every line of news or 
advertising—even in make-up. 
The general advertiser can size 
up a sheet with approximate ac- 
curacy at a glance. The local ad- 
vertiser knows, of his own knowl- 
edge (or can readily determine) 
whether a given paper is making 
good with his public. So there 
must be, first of all, something to 


advertise—something. that will 
pretty nearly stand the acid test. 
This something to advertise 


can be more quickly created if 
the paper talks about itself in a 
proper way in its own columns. 
By making the best of what it 
has, by keeping discreetly mum 
regarding what it hasn’t, while it 
hustles to get it. 

All of which is for general ap- 
plication and in no sense a re- 
flection on the papers to be men- 
tioned. 

Here are two goods ads from 
the Buffalo (N. Y.) ‘Evening 
News of some weeks ago. The 
first is out-and-out self advertis- 
ing of an excellent kind—strong 
argument for newspaper advertis- 
ing without using the name of the 
paper at all. The second is good 
“boost” copy for the paper’s own 
advertisers, making a very strong 
point for advertised stores, to 
which alone the argument would 
generally apply, and emphasizing 
the idea that the ads are simply 
reflections of the stocks. 

NOT MANY STORE-SALES ARE 
UNINFLUENCED BY STORE. 
ADVERTISING! ; 

The store sales to-day that are unin- 

fluenced, directly or indirectly, by 
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store-advertising will not have amount- 
ed to ten per cent of the total busi- 
ness of the day. By the direct in- 
fluence of advertising is meant the 
sales of articles specifically advertised. 
By the indirect influence of advertis- 
ing is meant the articles sold that are 
not specifically advertised, but are dis- 
played to the customers who are drawn 
to the store by the advertised articles, 
In the latter case, as surely as in the 
first, the advertising must be credited 
with the sale, 

, Observant merchants know that this 
is true. They should gain courage 
from the knowledge to strengthen their 
advertising campaigns to the point of 
matching their store-hopes and plans, 


THERE ARE A LOT OF 
STORES” IN TOWN. 

The pressure of progress, as we 
know it nowadays, operates to “make 
all things new.” A _ store is “made 
anew” every few months. Sometimes, 
as at this season of trade-activities, a 
store is practically ‘renewed’ over- 
night. 

This means that, no matter how well 
you may think you “know” the stores 
of this city, THERE ARE A LOT OF PRAC- 
TICALLY “‘NEW” STORES READY FOR YOUR 
INSPECTION TO-DAY! They are new in 
all essentials except location, walls and 
fixtures, management and _ ownership. 
These remain. You po know the stores 
thus far. But beyond this you are a 
stranger to-day in your favorite stores. 

Stocks are NEW. Lines of goods are 
enlarged. New ideas abound in every 
nook and corner. New things, new 
models, new fabrics, new workmanship, 
new prices—some higher, but many 
lower than you are accustomed to pay- 
ing—all these things make _to-day’s 
stores NEW TO you, and worthy of a 
visit. 

And the store ads reflect the new 
store-spirit. They convey some of the 
new store-enthusiasm which has actua- 
ted the merchants—that faith in the 
good taste and alertness of this buying 
public, Just as the stores are worth 
a visit, so are the store ads worth a 
reading. 


And here is an ad, from the 
Sioux City Daily Tribune of Jan- 
uary 1, 1908, which seems well 
calculated to put new stiffness in 
the local merchant’s backbone, and 
lead him to regard advertising as 
more than ever a business neces- 
sity: 

A YEAR OF OPPORTUNITY. 
Merchandising in 1908 Will Be Done 
Under Changed Conditions. 

The year 1908 is to be a year of 
ne i conditions in the usiness 
world. It is to be a year of readjust- 
ment. The recent financial disturb- 
ances, affecting almost all countries in 
some degree, will have their conse- 
quences—not in crippling general pros- 
perity, but in bringing about new con- 
ditions and new alignments in the busi- 
ness community. This will be true of 

this city as well as all other cities. 

Of course, a year of changing con- 
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ditions is also a year of OPPORTUNITY 
for the “canny” business man, 

Merchants who can read the signs 
of the times understand that some re- 
action from the era of high prices is 
inevitable. Just to what extent retail 
prices will be readusted during the 
present year no one can foresee. But, 
while there will be no serious Phaygesr J 
famine,” the people are coming to real- 
ize as they never did before that the 
matter of spending money should have 
just as much attention as the matter 
of earning it. 

And the general realization of this 
truth will influence very greatly the 
buyings and sellings of the present and 
future years. 

The people are coming not merely to 
READ ads, but to accept his advertising 
as a merchant’s bid for their patron- 
age. In the course of business this 
important fact has impressed itself at 
the Tribune office. Every day more 
and more people join the ranks of those 
who buy advertised things, and who 
patronize the stores whose advertise- 
ments are most convincing. 

This means that in the coming year 
there is sure to be a re-alignment of 
local stores and business enterprises; 
and that the most aggressive advertis- 
ers are.to forge to the front. This 
was always true, measurably. This 
year it will be positively true. 

The local merchants who are plan- 
ning their advertising campaigns for 
the year are also fixing, in a large 
measure, the places their stores are to 
occupy at the end of the year in the 
mercantile procession. 

So that 1908 is to be the year of 
opportunity for all merchants. For the 
big merchant, it will be an opportunity 
to use his resources and experience in 
advertising more fully and more lib- 
erally than in any previous year. For 
the small merchant, it will be an op- 
portunity to display nerve and courage 
and, by_ advertising “more than he can 
afford,” to forge ahead of the immedi- 
ate competitors and to get into the 
company- of the big fellows, 


One of the best kinds of self 
advertising is, perhaps, least in 
danger of being overdone, and 
that is the kind which tells how 
to advertise. The Martinsburg 
(W. Va.) Evening Journal runs 
an ad of this kind almost daily. 
Here are two (not very recent) 
examples : 


WHAT YOUR NEWSPAPER AD- 
VERTISEMENT SHOULD 
CONTAIN. 

Your customers like to know what 
you have to offer them, and especially 
the “new” things. Tell them in your 
Newspaper space about recent  pur- 
chases, new styles, latest fabric crea- 

tion. ; 

Be brief, yet say enough to convince 
—say it as you would tell the customer 
in your store, illustrating or describ- 
ing the article in question. 

If you have any price advantage to 
offer them, tell them about it, and why. 
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Stick to the truth always, be able to 
show up and prove it and before you 
realize it you'll find folks depending 
on your announcement as an aid to 
their shopping trips. 

Don’t condemn newspaper advertising 
till you’ve tried it intelligently. 

SEASONABLE ADVERTISING. 

We all like bargains—like to feel 
that once in awhile we get value in 
an article that is as big as our money 
looks to us. 

Shrewd business men who make a 
study of their customers’ needs, take 
advantage of every opportunity offered 
to ponerse sales of tempting articles— 
useful and seasonable, 

Season and Holiday sales are most 
popular. Just now an Autumn sale 
could be made very attractive; then 
comes Thanksgiving, Christmas, Janu- 
ary Clearance, Mid-winter, Etc. 

Create an interest in your store— 
make it talked about—apverTIsE it, by 
being a leader in all kinds of season- 
able Advertising. Then, give your 
newspaper ad a “store atmosphere” by 
illustrating a few of the articles you 
offer. No matter what it costs, the 
right kind of advertising—newspaper 
advertising—if properly handled is not 
expensive. 


Newspapers are finding that if 
it’s worth time and space to get 
classified business, it’s worth a 
little more time and space to hold 
it, and that has led to advertising 
devoted principally to getting at- 
tention for the classified columns, 
but incidentally reminding the 
possible user of such space that it 
is a good thing. Here is an ad 
from the Omaha World-Herald 
for which a striking special draw- 
was made: 

MAKE ranean GO TWICE AS 





What if you can’t get your salary 
doubled, you can become just as well 
off if you’ll only adopt the plan of 
making every dollar go “twice as far.” 
Learn to buy things right. Don’t pa 
some fellow two profits for a coo 
stove or a sewing machine. Get a 
copy of the World-Herald and look 
through the WANT AD COLUMNS, where 
you can buy what you want at a price 
you want to pay. 

Your earning capacity is no more im. 
portant than your saving capacity. If 
you want to learn the philosophy of 
saving begin by spending—not money 
—but five minutes time every day read- 
ing the bargains offered in the World- 
Herald, 

Spend a little time, save a lot of 
money, by reading World-Herald want 
ads. 


The “Limerick Competition” 
seems to be a good means of self 
advertising, if one may judge of 
it from the number of papers 
employing it, and the way it is 
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often featured. Here is how the 
Pittsburg Leader does it: 

This is the first coupon in the second 
series of “Larry from Limerick’ Con- 


test, 
CONDITIONS. 

Contestants must cut out the coupon 
each day and fill in a suggested line 
upon it. 
series, numbered consecutively 1, 2, 3, 
4, 5, 6, starting to-day and ending 
Wednesday evening, November 13, TEN 
CENTS, A WELL-WRAPPED DIME, must be 
enclosed and sent or delivered in en- 
velopes addressed “Larry from Limer- 
ick” contest No. 2 the Pittsburg 
Leader. 

2—All coupons of the second series, 
which ends Wednesday evening, No- 
vember 13, must be forwarded to the 
Leader office by Saturday night, No- 
vember 16. 

3—There will be a new Limerick 
each day, and any one of them may 
win an award. 

4—The judges’ decision will be final. 

5—The teri cents received with each 
six coupons will be placed in a fund 
for distribution in awards to contest- 
ants. 

6—For each ten cents received with 
each six coupons the Leader will for- 
ward by mail ten tickets to the ad- 
dress | the sender, which will be ac- 
cepted by any news boy or news agent 
for copies of the Leader or will be 
accepted at any branch office or at the 
main office of the Leader in payment 
for copies of the Leader or for Classi- 
fied Advertisements. 

The Pittsburg Leader 
Larry from Limerick Contest No. 2, 
Coupon No. 1. 

A wealthy stockbroker named Bright 
Fell in love with a typist at ‘sight, 
He sent her a letter 

The day that he met her 





(Full name here. State whether 
Mr. Mrs, or Miss.) 

BATES 555554 % 66000 000s ka nwe sees 

I hereby take part in this Competi- 
tion, and agree that the judges’ de- 
cision shall be final. 

Be sure to send in the six Evening 
Leader “Larry From Limerick” cou- 
pons, commencing with Thursday, 
November 7, and ending Wednesday, 
November 13. Read the conditions. 

(B No. 1)—Cut from the Evening 
Leader, November 7, 1907. 


JUST TRADED THAT’S ALL. 
Specimen Limerick: 
At a sound that goes rhyming with 
bliss, 
the teacher, 


Cried 
what’s this?” 
Said a lad named Mahaffy, 
“It was Jim with some taff 
And he swapped it to Maud for a 
kiss.” 





“Great Heavens, 


Thousands of dollars in cash awards 
will be given to those who fill out the 
wanted line in_ the Limerick printed 
in the “Larry from Limerick” coupon 
on page two of the Evening Leader 


With each six coupons of the- 
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each day. 


Do you want some of the 
money? 


A new contest starts to-day. 





Harry TERRILL Warts, 
Des Moines, Iowa. 
PRINTERS’ INK: 
GENTLEMEN—I am enclosing a copy 
of a booklet which I recently prepared 


for the want ad department of the 
Register and Leader. You will also 
find a number of clippings of smail, 


single column, first page ads for special 
subscription offers. These ads have 
all appeared in the Register and Lead- 
er, and several have been published 
in different local newspapers in the 
vicinity of Des Moines. Results have 
been quite satisfactory. The publishers 
of the Register and Leader believe in 
advertising for subscriptions and_ this 
winter have used space in about thirty 
local newspapers in central Iowa, pay- 
ing cash for the space. 

I would be glad to have you offer 
criticism through the columns. of 
PRINTERS’ INK. Very truly, 

(Signed) _Harry ae 


~ The booklet is such as every 
paper should issue for the infor- 
mation of its want ad columns. 
It gives “Plain Facts About Cir- 
culation,” which, by the way, con- 
tain no numerals except those ex- 
pressing the population of Des 
Moines; “Rates,” quoted by the 
word, so that anybody can figure 
the cost of a given ad; “The 
Register and Leader Postoffice,” 
explaining the system for receiv- 
ing and distributing replies to box 
numbers; “How Your Advertise- 
ment W ill Look and What it Will 


Watts. 


Cost,” showing sample ads in 
four, twelve and _ twenty-four 
lines; “Regular Classifications,” 


giving all regular headings used 
in the classified columns, and then 
two pages of testimonials from 
people who have used those col- 
umns for different purposes, In 
short, it gives not only the in- 
formation which a classified ad- 
vertiser must have, but the infor- 
mation which would make him 
want to use that particular paper, 
if, for no other reason than that 
it is made so easy to do so. 

WE ENVY MR. HARRIS. 

Stoux Faris, South Dakota, 

April 17, 1908. 

Editor of Printers’ INK: 

In your personal notice of myself I 
note you say that I am destined for a 
greater field. I myself believe that I 
am. Next month I leave for my 160 
acre field west of the Missouri River 
for a year’s vacation. 

Yours truly, 
H. F, Harrts, 

Advertising Manager Daily Press. 
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BUSINESS GOING OUT. 


Homer W. Hedge, New York, is 
asking rates on telegraphic reading 
notices. 


Seven hundred line contracts for E. 
Burner are going out from the Tobey 
Agency, of Chicago. 


Street & Finney, New York, are ask- 
ing rates on one and two inches, for 
six months and a year. 


The F. F. Adams Tobacco Company, 
is using ten thousand lines through 
O. J. Koch of Milwaukee. 


The Wyckoff Agency, 
placing seven lines, thirty times, 
the Bangeley Lake House. 

The M. Plattner Advertising Agency, 
New York, is asking rates on one inch, 
classified, for two months. 


Boston, is 
for 


Frank Presbrey Company, New 
York, is putting out the business of 
the Mallory Steamship Company. 


Dr. Guy Clifford Powell, is sending 
out one thousand line contracts through 
the McJunkin Agency, of Chicago. 


W. F. Hamblin & Company, New 
York, will use weekly publications for 
Pfleghar & Son, New Haven, Conn. 


The Crockett Agency, New Orleans, 
is placing one thousand line orders 
for the New Orleans Coffee Company. 


Charles Scribner’s Sons, New York, 
are using two thousand lines through 
the Lesan-Gould Agency, of St. Louis. 


Arnold & Dyer, Philadelphia, are 
putting out some classified ads for the 


National Company, also of Philadel- 
phia. 
Lord & Thomas, Chicago, will place 


additional 
Van 


twenty-five thousand lines 
for the milk department of the 
Camp Packing Company. 

The Guenther-Bradford Company, 
Chicago, is putting out twenty-eight 
lines, every other day, for a year, for 
the Cook Remedy Company. 


The Delaware & Hudson Company 
will place their advertising with the 
Frank Presbrey Company, as_ usual, 
using daily papers and magazines. 


H. Sumner Sternberg, New York, 
is placing good sized copy in a selected 
list of dailies and monthlies for the 
International Safety Razor Company, 
New York. 

Five and seven line readers, 
hundred and sixty-five times, are being 
put out for the Capudine Chemical 
Company, of Raleigh, N. C., by Nelson 
Chesman, St. Louis. 


The first orders of the five months’ 
advertising of the Bliss Electrical 
Trade Schools of Washington, D. C., 
are now being sent out by W. F. 
Hamblin & Company. 


The MacManus-Kelley Company, 
Toledo, Ohio, is starting the advertis- 
ing of the Cadillac Motor Car Com- 
pany, of Detroit, with fifty-six inch 
copy in Sunday papers, 


three 
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BOSTON NOTES. 
The Wyckoff Agency is asking 
rates in newspapers on Summer Resort 
advertising. 


The Frank Jones Brewing Company’s 
advertising is now placed by Frank 
Gray at the home office, Portsmouth, 


_ Harold W. Lovett, 6 Beacon_ street, 
is asking for rates from New England 
papers for the advertising of several 
new clients. 


The H. B. Humphrey Company is 
now placing all the advertising of the 
Common Sense Gum Company, 79 
Sudbury street. 


The Spafford Agency is placing the 
advertising of the Belgrade Rug Com 
pany, A. J. Orem Company and several 
financial houses, 


Large advertising has been appearing 
in New England dailies for svery- 
body’s Magazine. The business is 
placed by Wood, Putnam & Wood. 


The Magee Furnace advertising is 
now placed by H. E. Ayres & Co., 164 
Federal street. Extensive advertising 
is being planned for fall and winter 
business, 


The advertising of Wm. B. Jennings 
is being placed by the Walton Adver- 
tising & Printing Company. High-grade 
publications are being used with thirty 
line copy. 


_ Small, Maynard & Company, pub- 
lishers, are using literary publications 
advertising their spring books. The 
business is placed by the Wyckoff 
Company. 


The Wyckoff Agency is sending out 
orders to magazines of national circu- 
lation and: mail-order papers for the 
advertising of the National Spawn & 
Mushroom Company. 


Edwin Shivelle, Tremont Building, 
is making up a list for June advertis- 
ing for the J. G. Roper Company, 
Hopedale, Mass. The product adver- 
tised is the Roper Propeller. 


The Shumway Agency is sending 
out orders for the advertising of G. F. 
Alexander Asthma Cure. The business 


runs in dailies, space of one inch, 
every other day, for a year. 
Agricultural papers are receiving 


contracts from the Barber Agency for 
the advertising of C. B. Moller, house- 
furnishing goods. The contracts are 
for eight inches, thirteen times. 


W. S. McCartney, who is now with 
the Southgate Advertising Agency, has 
recently secured the appropriation of 
the Indestructible Phonograph Record 
Company, of Albany, N. Y. Maga- 
zines of large circulation will be used. 


Wood, Putnam & Wood are using a 
list of *Maine papers for the advertising 
of a new Maine book, “The Belle 
Islers,” published by Lothrup, Lee & 
Shepard. This agency is also sending 
out a_ few additional orders for the 
Talmud Publishing Company. 
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RIOD 


It is what the other fellows say of you 
that counts 


The Dayton. Daily News 
30,000 Net Paid Circulation 


Has a larger city and total circulation than any 
other Dayton Daily 


THE RIKE-KUMLER CO. 
DIRECTORS: 
F.-H. Rike, Pres.; I. G. Kumler, Vice-Pres.; S. E. Kumler, Secretary and Treasurer; 
R. E. Kumler, C. B. Kumier, 
Dayton, Ohio, April 2, 1908, 
Publisher The Dayton Daily News, 
Dayton, Ohio: 

DEAR Sir—The Merchants’ Committee having completed the 
house to house Newspaper Poll of the entire City of Dayton, and hav. 
ing verified each day’s report as to its thoroughness and correctness by 
a private “follow-up” poll, find the appended figures to be the result of 
their effort to ascertain, as nearly as is possible, the actual City Circu- 
lation of the News, Herald and Journal. 


NEWS Herald Journal 
14,498 9,419 6,482 


Wseig 
Meese 
nt ores I 


The Dayton News guarantees 30,000 
daily paid circulation, and further guar- 
antees that this is double the paid circu- 
lation of the Dayton Journal, and more 
than that of the Journal and Herald 
combined. 
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MCCLURES 





Advertising rate based Average monthly Average monthly 
on guaranteed circulation excess over 
monthly circulation of exceeded Guarantee 


1904 333,000 375,000 42,000 
1905 375,000 414,000 39,000 
1906 414,000 457,000 43,000 
1907 444,000 469,000 55,000 


When you buy land from a good real 
estate company it guarantees your title to 
the property. 


When you buy clothes from a good tailor 
he guarantees their fit. 


Every good business man guarantees his 
products, and exacts a guarantee on what he 
buys. 


How about buying circulation? There are 
two kinds: ‘‘guaranteed,’’ and the other kind. 


The above figures will not interest adver- 
tisers who prefer the other kind. ; 


LOUIS B. De VEAU 


Manager Advertising Department 
44 East 23D STREET NEW YORK 
FREDERICK C, LITTLE | Western Representatives 
FREDERICK E, M. COLES Tribune Bldg., Chicago 


—— +sapeTRp | New Eng. and N. Y. State Representative 
EGERTON CHICHESTER , Penn Mutual Building, Boston 
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CANDID CONVERSATION 


WITH ADVERTISERS. 





The beauty about the advertis-. 
ing business is that anybody can 
learn it in from three to six 
months, according to his capacity 
and opportunities, 

Then it takes some ten or fif- 
teen years to learn how to apply 
this knowledge in a way that 
won't burn money by the bale. 

The luckiest man is he who 
learns all there is to know, and 
then goes on doing something 
else—he never finds out that his 
wisdom can’t be cashed, 

The most unfortunate man— 
and perhaps you are in this class 
—is he who, as soon as he is able 
to discourse sagaciously on agate 
lines, vignetted half-tones, and 
cash discounts, comes to the con- 
clusion that he knows just how 
his own business ought to be ad- 
vertised. 


He really believes that he 
knows all about copy, illustra- 
tions, mediums and methods, So 


he tells his advertising agent just 
how he wants it done. And the 
agent has spent anywhere from 
fifteen years to half a century in 
actually finding out things! 

If he is your agent you prob- 
ably selected him for his ability, 
his record and his business stand- 
ing. But when he tries to put his 
perfectly adjusted machine into 
actiom for you, you steal the gaso- 
line and sprinkle the road with 
tacks. 

It is your money that is being 
spent. There's no legal way to 
prevent you from spending it in 
any way-.you want to. Your agent 
doesn’t want to fight with you all 
the time—if he did he would lose 
his business. He doesn’t want to 
see your account go to someone 
else who would be glad to spend 
your money on yellow dogs, 


So when you proceed to en- 
lighten him on subjects that he 
knows seventeen times as much 
about as you do, he feels that 
the best thing he can do is to 


yawn behind his hand and say: 
“Oh, very well.” 
Yet this particular agent. has 


time and again been through pre- 
cisely the mill which you are 
about to go through. He _ has 
found out scores of surprising 
things about advertising, sales 
methods, the character of copy 
required to produce certain re- 
sults, and the mediums and meth- 
ods to be employed, which you 
can't be expected to know any- 
thing about, 

He could, if he were cruel 
enough, tell you many instances 
in which men who knew all about 
it have done precisely the things 
you are dead set on doing, who 
have gone up against it so hard 
that the impact could be heard 
for miles, and who are now thor- 
oughly convinced that advertising 
doesn’t pay. 

If you think you 
about the advertising business 
start an agency yourself and 
make a million. If you think that 
perhaps your agent knows his 
business, go on and attend to the 
things that nature, training and 
experience have fitted you for, and 
let the agent do the work he 
knows how to do. In this way— 
(More in about two weeks). 

Grorce ETHRIDGE, 


Notg.—The Ethridge Company is not an 
agency. It places no business, It co- 
operates either with the advertising agent or 
the advertiser in producing iilustrations, 
copy and printed matter to carry out practi- 
cal and successful advertising campaigns. 


know all 


Company, 
New York, 


The Ethridge 


41 Union Square, 
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OMMERCIAL 


Here is a trade paper adver- 
tisement of A. S. Rosenthal Com- 
pany, which is open to at least 
two objections. 

One is that the illustration 
takes up too much room, and the 
other is that the character of the 








ral —_ 
N9I 





picture is such that what might 
otherwise be an interesting figure 
is obscured, 

The name of the firm takes up 
more room than is necessary. 
There is plenty of space in this 
advertisement to show up the fig- 
ure properly, to give the firm 
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name in its characteristic letter- 
ing, and to leave more room for 
the text—as is shown in the il- 
lustration marked No. 2, which 
also presents a clearer and more 
attractive appearance, 

* 


This Swift advertisement oc- 
cupied a full page in current 


By GEORGE ETHRIDGE, 41 Urion Square, N. Y. 


Read f Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 








ART CRITICISM 







publications, and _ its 
many merits would be more 
praiseworthy if its combination 
form did not, unfortunately, sug- 
gest the very recent full page ads 
of another manufacturer in the 
same line of business. This re- 
semblance is heightened by the 
identifying phrase “Wool Soap 
Twins,” used in connection with 
the description of one of the ar- 
ticles advertised. How can they 


women’s 
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be twins when, as we have been 

told so many times, one’s mother 

uses Wool Soap and the other 

wishes his did? Maybe they are 

just twins on their father’s side. 
* * * 

Griffiths & Co. are lumber deal- 
ers, and some of their lumber is 
shown in this advertisement, 
which is appropriate, Some doubt, 
however, ntay well be expressed 
as to the lion. It would be a 
trifle disconcerting, to say the 
least, to come home after a hard 
day’s work and find an able- 
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bodied, 
on the wood-box. 


business-like lion sitting 
Griffiths & Co. 











| WE. GUARANTEE 
YOUR INTEREST 





When you favor us with your business. 
The best of lumber, prompt service.and 
satisfactory prices. 


Griffiths & Co. 


Yard Lamar and Cadiz. .Phane M-631 

















would be more popular if they 
gave away cats or canary birds 
with each purchase, 

Pa * 


The lady in this Formalin 
Lamp advertisement is very beau- 











tiful, though why she should garb 
herself so superbly before using 


PRINTERS’ INK. 


the article advertised is difficult 
to understand. However, it is 
not well to be too captious when 
the fair sex is concerned, and a 
more fitting criticism would per- 
haps be found in the suggestion 
that a clean white background 
would give both the lady and the 
display lines a better show, and 
produce a far more desirable re- 
sult, 


co * ok 


This Southern Pacific adver- 
tisement is, in many respects, at- 
tractive and praiseworthy. The 
design is strong, appropriate and 









Over 
Sunset 

Seas 
The New Orleans-New York 
S. S. Line 


le 


From New Orleans 
in Connection with 


THE SUNSET ROUTE 


For your New York tri 
Largest American Twin. 
screw Coastwise steamers 










Inquire any Agent 


Southern Pacific 














It is sure to at- 
and is striking as 


well balanced. 
tract attention, 
well as simple. 

The only criticism to which this 
advertisement is open is the type 
display, which is inartistic and 
unsuited to the character of the 
design. 


+24 


Tue Chicago Apparel Gazette 
recently received a letter from 
one of its subscribers, asking for 
the name and address of a firm 
which had advertised a selection 
of pumpkin seeds, which the ad- 
vertiser sold to the merchants; 
the latter, in turn, offering prizes 
to the farmers who raised the 
largest pumpkin. The publishers 
found that the advertisement ap- 
peared in their paper in April, 
1901,—iust ceven years ago, 
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FINISHED HIS CORRESPOND. 
ENCE COURSE,—DOES NOT 
KNOW BEST ADVERTISING 
JOURNAL. 

Cuicaco, Ill., April 11, 1908. 

Editor of Printers’ INK: 

have recently finished a course at 
the Chicago College of Advertising, and 
now desire to subscribe for an adver- 
tising journal, 

As I do not know which journal I 
would like best, I have decided to 
write for sample copies to the two 
leading advertising magazines, and upon 
receipt of them will decide which suits 
me best and place my subscription with 
it. 
Hoping you will favor me with a 
copy of your magazine, I am, 

Yours truly, 
Louis *RICHMAN. 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (230 lines) 
Sor each msertion, $10.40 a line peryear, Five 
per cent discount may be deducted tf payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholiy tnadvance. If a specified position is 
demanded for an advertisement, andgranted, 
avuote price wiil be charged. 


WANTS, 


ws pay $10 for an idea. Particulars for 
stamp. J. W, FISK, Oshkosh, Wis. 


GENTS wanted to sell ad novelties;25¢ com. 
3samples, 10c. J.C. KENYON, Owego, N.Y. 


Ts circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


M Y New York office is equipped to handle your 
4 foreign advertising accounts and increase 
your advertising on_a commission basis. Are 
you interested! ** SPECIA, AGENT,” care P. 1. 


I y ‘ou want something new? The best selling 
hrase ever coined; beats Uneeda, Sunny 
Jim and all others, 
UL WELLS, 
837 W. 42d St., Philaaelphia, Pa. 
JOSITIONS NOW OPEN—Advg. mgr., trade 
journal, N. Y., $2.500; similar position, 
Chicago; circulation mgr., la daily; sporting 
editor, northwest, $35; editor Democratic daily, 
Ohio, $25; non-union job foreman, Pa., $22; news 
foremen. union, Ohio, Ia. and Colo., $25-30; also 
revorters, linot; operators, etc. Booklet free. 
FERNALD’S NEWSPAPER MEN’S EXCHANGE, 
Springfield, Mass. 
A ymaieeee MAGAZINE and “DOLLARS 
SENSE” (Col. Hunter’s great book) 
sh nld be read by every advertiser and mail- 
order dealer. Best ‘Advertising School ” in exist- 
ence. Year’s subscription and “Dollars & Sense,” 
60 cents; sample copy of ma; ne free. 
ADVERTISERS’ MAGAZINE, 
637 Century Building. 
Kansas City, Missouri, 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce 8t.. 
New York. Such advertizements will be inserted 
at 20 cents per line, six worasto the line. PRINT- 
RRs’ INK 1s the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 

ity for ready positions at $2) a week and over, to 
write for free copy of my new prospectus and 
evudorsements from leading concerns every- 
where, One graduate filis $8,000 place, another 
$°.000, and any number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my texchines. De- 


mana exceeds supply. 
GEORGE H. POWELL Advertising and Rori- 
ness Expert, 768 Metropolitan Aunex, New York. 











ANTED—Make-up man on New York w 
trade publication, with experience ay — 4 
hei << nip Slat a copy. 
ress 8! ng expericnce an tt e 
“'T. M.,” care Printers’ Ink. pai in 





ANTED— Advertising, New rand Maga- 
W zine Managers. Ncportere” Supeeieaea. 
ents, Specialists and Office Men. We cover the 
ones weyers ond panes field. Write 
o-day. AP 18, 305 Broadway, N 
or 1010 Hartford Builaing, Chicago.” etal 


youn man with two years’ experience in 
large advertising agency, as estimate and 
order clerk, would like to get position with 
first-class magazine or with an agency of good 
standing. High-school graduate; quick at fig- 
ures, not afraid to work. Wants opportunity to 
get outside work. Reasons for wanting to leave 
present position, lack of opportunity to advance. 
Can give satisfactory references as to character 
and ability. Address Box “ G.,” Printers’ Ink. 


Thoroughly Experienced 
Advertising Man 


is open for engagement as advertising m er 
of large and aggressive manufacturer. or 
some years past engaged in work for the largest 
and most exacting advertisers on the continent, 
Efficient executive, strong on copy, planning 
and directing big and comprehensive campaign. 
Capable of shouldering all responsibilities of an 
advertising department, ‘or full particulary, 
references, etc., address “W. D. M.,” care 
Printers’ Ink. 


Office Salesmen Wanted. 


The largest adver- 
tising agency in the 
country has recently 
cailed on me for a 
competent Office 
Salesman (willing to 
pay up to =— a 
week); a big Chicago 
mail-order house 
wants a head corre- 
spondent (willing to 
pey any price a man 

8 worth); the Ly 
st music house in 








sev: 
men, Every competent Office Salesman I know 
in Chicago is getting $5,000 or over—one is bare- 
ly 2i yearsold. There never was such an op- 
portunity before. 

To meet this demand I have just prepared a 
new Complete Training Course, which | shall 
give personally to only 50. It will cover the 
whole art and science of Office Salesmanship for 
some one business chosen by the student, and 
when [I place a graduate will coach him 
through to success, In the past most of my 
students have veen prominent business men 
learning how to make their own business more 
successful This course will give an expert ad- 
vertising service for the head_of a smail house. 

new book, **How to Do Business b 
Letter,” supersedes all others, the ONLY £U- 
THORITATIVE book now published. Over 100 
model letters of all kinds—-Letters That Have 
Actuaily Pulled Big Business. Thousands of 
points on correctness, style, business usage, 

tal regulations, etc., etc. 

Price, $1._ Money back if not satisfied. 
SHERWIN CODY, 1421 Security Bldg., Chicago. 





PUBLICATIONS. 


The Bank Advertiser 


A monthly journal devoted exclusively to bank 
advertising. A postal to C. E. Auracher, Editor, 
Lisbon, lowa, will brinz you a sample copy and 
expose you to the enthusiasm of our regular 
readers, 





+r 
TYPE. 
f ARGAINS in slightly used type and other 


material. Send for our “Broadside” free, 
KUESTNER, 246 East 125th Street, New York. 
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SUPPLIES. 

EXNARD’S Cold Water Paste is being used 
on all advertising wagons traveling through- 
ee the U.S. advertising Kendall’s Spavin Cure. 

und box costs $3.00, makes two barrels 

tte BERNARD'S PASTE DEPT. 71 Dearborn 
Beret, Chicago, 


a rs 
MAILING MACHINES, 
fMHE PICK MATCHLESS MAILER. lightest and 


uickest, Price $14.50. F. J. VALENTINE, 
Mfr., 178 Vermont St.. Buffalo, N. Y. 
———__ ~~» 


INDEX CARDS, 
NDEX CARDS for all Cabinets. Get our prices 
and samples. THE BLAIR PRINTING CO., 
912 Elm Street, Cincinnati, Ohio. 
o> —_—__——_ 


—-————¢. 











PATENTS, 
peemPATENTS that PROTECT 
Our & books for at mailed o recel , 
of 6 cts. stamps. KR. 8. & A.B, LACE 
Washington. D. O. Eatab. Isao. 
—_~+or— F 
BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the edition (published tast 
year) is now offered forsale. About 600 pages. 
5x8, set in lon — with many half-tone 
ortraits Clot gold. Price $2. prepaid. 

HE PRINTERS’ “iN PUBLISHING CO., 10 
Spruce 8t.. New York. 


————_*—"""" 
ADVERTISING MEDIA, 


HE SATURDAY a POST covers 


every State and Territo: 
T= Troy (Ohio) RECORD ROORD prints to exceed 1,200 


ying from 33 (count 
ayear. This in face of outside r 
dailies shows that the RECORD’s Clientele pre a it 
to any other and proves its value to advertisers. 
a rate 4c,; plates, n. r. m., without extra 
charge 


oo 
MEETINGS. 
HE annual meeting ot the stockholders of 
the Ripans (‘hemical Company, for the elec- 


tion of Directors and Inspectors 0’ ilection, will 
be held in the office of the Ripans Chemical Com- 


pany, 10 Spruce St., New York, on Monday, May 
908, - 12 o'clock noon. CuHas. H. THAYER, 
Pre siden 
eR 
COLLECTIONS. 


Cash For Old Accounts 


comes easily and direct to you if you use Arch- 
bold’s Collection System. ans) outfit for 
making 2% $1, with p instruc- 
tions to collect quickly and at a cost of only two 
cents for each collection. Used in all lines of 
trade. Money back if not satisfied. 
ARCHBOLD’ 


8918 Meridian Ave., Cleveland. 











> 
CATCH PHRASES. 


CATCH Will sell strong, original de- 


ecriptive phrase for retail store 


By RASE that Eg ~~ he! i O 4 My 


vertising Meneaet on sn make it worth widens. 
CY. H. DAVIS, 8t. Clair, Mich. 


Monthly 
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COIN CARDS, 


PER 1.000. Less for more;any printin 
THE COIN WRAPPER Co,, Detroit, Mich. 


$5 


PUBLISHING BUSINESS OPPORTUNI- 
TIES. 














lass. Magazine 


Gross business about $150,000; 
Circulation above 100,000, 
Among high-class people. 
This property is well- 
Established and making 
Money, even in these dull 
Months. The owner is 
Interested in other lines of 
Business, which require all 
His time, so that he will 
Consider selling this splendid 
Property for $105,000. 

We can only disclose this 
After submitting name of 
Possible buyer to owner. 

It’s a bargain. 


HARRIS-DIBBLE COMPANY 


SUCCESSORS TO 
EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 BROADWAY, NEW YORK. 








f MORE 


BUSINESS 


for the 


ADVERTISER 


ou want more busi- 
ness let us tell you how we 
can belp you toget it. Our 
Special Service System 
fits your advertising to 
your proposition and 
makes it more profit- 
able for you. Our 
Mark is seen in the 
aivertising of success- 
ful advertisers. A let- 
ter brings particulars. 
Address nearest office. 


WHITE’S CLASS 
ADVERTISING ©0., 


118 W. Jackson, Chieago — 












| 150 Nassau St., New York City 











GOOD SHOW CARDS. 


USE 


LETTERINE 


THADDEUS DAVIDS CO.,95 & 97 Van Dam St., 


are a great help in business; they 
eg sore attention and sell goods. 
have good show cards; itis a 
Sie rapid-drying water color; 
applied with brush or pen; all colors, 
ALWAYS READY FOR USE. 


New York, EsTABLisHED 1825. 
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AD WRITERS, 





Here’s a reasonable 
suggestion for you 
when in need of ad- 
vertising: Let us 
write it on approval. 


Right Advertising Co. 
P.0.Box86 Easton, Pa. 











UR $3.00 I will write y« you a an ad or circular to 
quickly pull $100 worth of ye Un- 
successful mail-order men can mak . big money 
by writing me. Send for free 
“EXPERI,” P. 0. Box 1615, ‘New York. 


D-WRITING—LEARN TO WRITE, PLACE 
and plan abvertioing our unique new 
method is simple and practical, and covers thor- 
oughly every detail of publicity; wealso start you 
rofitable maiJ-order business, from your 
i ome, at no extra cost; send only ten (10) 2 
cent stamps for ten (10) complete pe +4 4s one 
yateatie special information. 
S8ec., riters’ Association, 23 Mine inne 
Philadelphia, Pa. 


ee eel 
HALF-TO |LE-TONES. 


W RITE for samples andy and prices. STANDARD 
ENGRAVING CU., b CO., 660 7 7th Ave., New York. 


N@z EW ares. HAUR-TONE mers. 
4, $i: 4x5, $1.6) 
Delevenes. po ding cash accompanies the order. 
Send for samples. 
KNOXVIL LEY ENGRAVING CO., Knoxville, Tenn, 


PRINTING. 
OU share with us the economy of our loca- 
tion. Our facilities insure perfect work. 
l’rompt estimates on letter-heads rectory forms 
and booklets in large ——- LTON 
PRESS, drawer 98, Cuba, N. 





PREMIUMS. 


T HOUSANDS of suggestive premiums suitable 

mi publishers and others from the foremost 
makers and wholesaie dealers in jewelry anc 
kindred lines. oon list price illustrated 





catalogue. (OO i. — of its _ 
Published annually. 36th iss w ready; 
8. F. MYERS CO., 47w. and rn} viaiden Lane, N y: 
—_ +O 
PAPER, 


B BASSETT & SUTPHIN, 
54-60 Lafayette st.. New York City. 
Coated paversa specialty. Diamond B Perfect, 
Write for high-grade catalogues, 


FOR SALE. 


OR SALE—To settle an estate, daiiy news- 

paper and job office, established 60 years, 

neer Pittsbure. plendid er for hustler 

with small a “LOOMIS,” 530 
Neville St., E. K., Pittsburg, ta. 


FO SALE—A newspaper and job printing 
establishment. Paper established for over 
sixty years. Only Re se per in the 
county. Job department well pped. Terms 
cash, Address W. A. EKDMAN, troudsburg, Pa. 


ror SALE—Cheap to quick buyer; fine, up-to- 
date job office in central Pennsylvania town of 
4,000, with good outside trade; two jobbers, large 
line of type. Doing ‘business monthly, 
with one man and one boy working. Best class 
of trade. Present owner in poor heulth and ge 
g0 South, Cheap for spot Box 285, Muncy, Pa. 


’ 


ie Soet 500, $20; 1 


Keep Tab 


How long does the ordinary 
two-piece tip on your guide cards 
last? Doesn't it always give out 
atthe top? ‘These one-piece 


Celluloid Tipped 
Guide Cards 


protect the top of the tab where 
the wear comes and more than 
double the usefulness of the card. 
Never crack or curl—in all colors, 
printed or plain. 

k your dealer for the one- 
piece tip or write direct for sam- 
ples to 


STANDARD INDEX CARD CO. 
701-709 Arch St. _— Philadelphia, Pa. 














—_—_ CY Oo Oo 
COIN MAILER. 
000. For 6 coins $3. Any printing. 
$2. ey PY THIA N PRINTING CO., Ft. Madison, In. 
ADVERTISING AGENCIES. 


D. A. O°GORMAN AGENCY, 1 Madison Ave., 
N.Y. Medical Journal advg. exclusively. 
Aer FRANK & CU., 25 Broad Street. N. Y. 
——. Advertising Agents. Kstablished 

1872. Cnicago. Boston. Philadelphia. Advertis- 
ingof all trees placed in every part of the world. 


AEUTACT Ray AUTEATIENG BUREAU, 

237 Broa edwny, Sopp ). New York. Ads 

in ~~ TRADE NALS our specialty. 
Benj. R. Western, Propr. Est. 1877. Booklet. 








BOOKLETS, 


We have a booklet for Banks 

ont should interest every 

k President ae Cosnter 

000. $25 3 1. 000, $35, 

$63. Free sample to Rags only: 
Printers! las Press, 45 Rose , 45 Rose Street, New York. 


Educational Advertising 


The Business and Financial Primer, con- 
taining brief definitions. 

Splendid advertising booklet for general 
distribution, Write for prices. 


H. S. COLLINS, 
Care of SkinngeR-KENNEDY STATIONERY Co., 
ST. LOUIS. 
HAIL ORDER. 
DS—1 can make a quick success of any unsuc- 


cessful mail order business. Send for free 
booklet. “ EXPERT,” P. O. Box 1615, New York, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suggestions for bettering this department, 








3ANK OF Dakota County, 
Oldest Bank in the County, 
Jackson, Neb. 
Editor Ready Made Department: 

Dear Str—How do you like the en- 
closed small ads? Ales, the circular 
letter issued to our cam, during 
the panic of ’o7, so called? I very 
much enjoy Printers’ Ink, and have 
read it diligently for several years. 

Very truly yours, 
(Signed) Ep. T., Kearney. 





This man Kearney is a friend 
of mine; we have rmever met, but 
I know him well through the ads 
and letters he has sent -to this 
department, and their impression 
must be stronger upon those who 
know him personally. 

Kearney’s ads and letters are 
not the sort that would be used 
by an eastern banker—they are 
not sufficiently dignified—but I 
know they are the kind that will 
“go” in his section of the coun- 
try. They are just straight ‘“‘you 
and I”  talks—straight from 
Kearney—and even the circular 
letter reprinted herewith lacks 
but little of the force of a per- 
sonal appeal. Of course, it is the 
personality of Kearney that does 
the work—the reader is taken into 
his confidence and is told the 
policies and plans of the bank as 
he might be told in a personal 
conversation in the president's 
private office. 

The circular letter was particu- 
larly good for its time and pur- 
pose—was well calculated to re- 
store confidence and make the 
person addressed feel that he 
could safely do business with this 
bank. 

In the following ad, it seems 
to me that it would have been 
worth while to state, briefly, some 
of the particular advantages en- 
joyed by the patrons of “The 





Bank that Always treats you 
Right.” 
ONLY A TRIAL, THAT’S ALL WE 


ASK. 
Try a checking account with this 
good bank for one month. If’ you do 





not see some advantages over any other 
bank you know or have heard of, take 
out your money. We know we have 
methods and conveniences other banks 
do not use—Kearney methods and _ in- 
ventions, 

They were planned for your safety 
and convenience as well as ours, and 
absolutely protect both of us. 

Just one trial—’tis all we ask. 
“The Bank that Always’ Treats 
You Right.” 

Jackson, Nebraska. 





JUST A WEARYIN’ FOR 
more business (and getting it, too.) 

Deposits, $15,000 larger than one 
year ago. 

Plenty of money to loan on good 
paper ALL the time. That’s better than 
being out, whenever you need to bor- 
row. 

If you hear of anyone that wishes to 
know how a good bank is run, tell him 
to try, just once, 

“The Bank that Always 
You Right.” 
BANK OF DAKOTA COUNTY, 
Jackson, Nebraska. 
The Oldest Bank in the County. 


Treats 





Circular letter, dated December 1, 1907. 
THE WAY OF A BANK: 

Say, if this Bank was not a State 
institution, and thus impervious to flat- 
tery, its ears would be tingling and its 
heart warming each minute of the past 
month, for the kind words said and the 
kind acts shown it. cannot feel 
gratitude, but its owner—well, that’s a 
different matter. The country has 
passed through a _ troublous month 
(more smoke than fire), and we of the 
Golden West, may well thank God our 
lots are cast here, where health and 
wealth arid full granaries abound, where 
Wall Street bulls and bears toss and 
devour not and Prosperity reigns un- 
clouded. In this good old Dakota 
County, where one good crop succeeds 
another, “The Bank that Always Treats 
you Right’ has passed along, unmoved 
and untroubled. Loaning all the time, 
with still more money to loan, Haven’t 
heard any of its customers complain 
of its treatment, have you? Did you 
notice the last statement published? 
Pretty good, I thank you? Deposits and 
cash reserve larger than one year ago; 
every note good, we think, and using 
three pages for our depositors’ names 
instead of two, last year. During the 
twenty-two years of its existence, it. has 
supplied every proper call for loans, 
save for a short time during 1893. 
Nice to get or renew a loan when you 
need to, is it not? Do you know why 
we can loan through all the troublous 
times? Just one little word—conrFi- 
DENCE—and that always reigns supreme 
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here, with the best depositors on earth. 
*Tis all that’s needed anywhere. Just 
know there has always been and_ al- 
ways will be good banks; that in all 
ages and all climes, there have been 
honest men and will be while Time 
runs. Money locked up or buried, les- 
sens circulation, ties up and hampers 


business and blocks the wheels of 
Progress and Prosperity. If my cus- 
tomers had been both foolish and 
frightened, I could not have loaned 
you a dollar and your friends and 
neighbors to whom your money is 


loaned through me, would be made to 
pay up at once, no matter what the 
sacrifice to them. Just remember, in 
this good bank, we try to keep your 
money always ready for you when 
due. If not due and you should ever 
feel the least alarmed, you may have 
the choice of the good notes of Dakota 
County’s good farmer, notes that in 22 
years, have shown a total loss of less 
than fifty dollars. 

“As safe as a Government Bond,” 
that’s the motto of this bank. 
Thanking you one and all for the 
many kindnesses during all the long 
ears, and assuring you that your 
hired man, who is always looking after 
your money in this bank, is always on 


watch for your interests, I am, 
Faithfully yours, 
ep. T. KEARNEY, 
Of the Bank of Dakota County, 


Jackson, Neb. 
“The Bank That Always Treats 





You Right.” 
Miller Bros. & Baker, real 
estate men, of Harrisburg, Pa., 


issue their spring bulletin in the 
form of a 48-page paper, modeled 
very closely after Printers’ INK 
in size, paper and_ typography, 
and quoting liberally from it. 

The publication, “Facts and 
Figures,” is mailed every few 
months—6.500 copies. It accepts 
advertising and has an advertising 
manager—Miss Cora Lee Snyder. 
The greater part of the present 
issue, which is number one of 
volume two, is given to half-tone 
illustrations, with prices and good 
descriptions, of the houses offered 
for sale by Miller Bros. & Baker, 
there being about a dozen pages of 
other advertising in the back. 

Following are reprints of the 
advance notice of the publication 
and the announcement of its ap- 
pearance: 





OUR SPRING CATALOGUE. 
The Spring issue of “Facts 
Figures”—our Realty journal—will 
ready in a few weeks, and mailed to 
6,000 people of this city and vicinity 
who are interested in Real Estate. List 
your property with us now and take 


and 





advantage of this extra advertising. 
Quick sales—small commissions, 
Fire Insurance—Rents Collected. 
MILLER BROS, & BAKER, 
Federal Square, Harrisburg, Pa, 





FACTS AND FIGURES, 
A JOURNAL THAT STANDS FOR PROGRESS. 


Vol., II, Harrisburg, Pa., 

March, 1908. No, 1. 
The Spring issue of “Facts and 
Figures”’—our popular Real _ Estate 


journal—is just out and brimful of 
good things. We've never submitted 
a larger or finer list of properties for 
sale and the added pages f advertis- 
ing will direct you to the best places 
to supply your special wants. If you 
haven’t received a mailed copy—call or 


.’phone us for one—free for the asking. 


MILLER BROS, & BAKER, 
Federal Square, Harrisburg, Pa. 





A Sign of Spring, but Not Too Early. 
From the Washington (D, C.) Even- 
ing Star. 





For Canoeing 
And Camping. 

The largest, best and most at- 
tractively priced stocks of canoe- 
ing and camping suppliesintown. 

We’re authorized agents for 
Morris, Oldtown, Rushton, In- 
dian Girl and Detroit canoes, 

Paddles, single and double; 
back rests, pneumatic cushions, 
tents, sleeping bags, water bot- 
tles, camp stoves, cooking out- 
fits, Preston mess kits, etc. 


WALFORD’S 
Sporting and Athletic Goods, 
909 Pennsylvania Avenue, 
Washington, D. C. 











This One, with a Good Cut of a Rose, 
Looked Very Attractive in the Des 
Moines (la.) Capital. 





Free—500 Roses. 


With every order at our 
office after April 1st we will 
give free 1 fine, large 
‘Dorothy Perkins Rose Bush. 

We grow a complete as- 
sortment of fruit and orna- 
mental trees, shrubs, roses, 
etc. Evergreens for orna- 
ment and shelter belts. Cut 
rate price list just out, Call 
or write for copy. 

M. J. WRAGG NUR- 

SERY CO., 
333 Good Block, 
Des Moines, Iowa. 


Packing ground, 28th and 


Grand Ave. City sale 
ground, 9th and Grand Ave. 
Packing ground, ’Phone 


Iowa 1186-M. Send or bring 
this ad with your order. 
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The reason why but few ads ficult to name a line so little and 
of horse collars have appeared so poorly advertised, yet there 
here is because this department is seems to be no reason why horse 


YOUR HORSES 
WILLWORK BETTER 





IT WILL PAY YOU TO LOOK 
FOR THIS TRADE MARK. ITS 
YOUR GUARANTEE OF SATISFACT 


Your Horses Will * 
And Do it Easier in Perfect Fitting Collars. 


YOUNG'S “UNO” 
SELF-CONFORMING HORSE COLLARS 


that ame deen scientifically studied o1 
ae im different styles to ive peter 
cut out of beavy, pure 
Letng of ae ‘3 **Uno"* my | 
aw. ‘*Uno"* stuffing is 
f Gives the collar that soft, springy Teco 
fitting collar. 


Guaranteed to be made 
ited 





SAVING FEED IS SAVING MONEY 


You can save both by working your horses in perfect fitting 


It’s your guarantee of sat- 
isfaction. 


collars. 


Young’s “UNO” 
Self-Gonforming Horse Collars 


are lect fitting collars. 
are made over patterns that have been scientifically 
studied out and proven, from actual use, to be correct. 
Furnished in all necessary styles and sizes to fit every shape 
of shoulder. 
Cut out of pure bark tarmed collar leather taken om 5 the best 
part of the hide. No inferior leather used in making 
Filled with a heavy facing of Young’s “Uno” Self-conforming 
mixture and backed up with selected long rye straw. This gives 
them that soft, springy, self-conforming face that insures a per- 
ie ae e amooth h le — Brnod and double gh 
eavy 80! a jou! stren; 
them very strong and where ordinary collars are 


very 
For sale by ive dealers everywh 

Up to $4.75; depends on shape and weight. 
reap ay seam Hip nn ape A 

“Horse Collar Sense,” is worth having. 


e, at $3.75, $4.00, $4.25 and 


no substitute. Our booklet, 
‘ostpaid upon request. Send for 


PP sob 





Wis. 
WRITE US FOR THE NAME OF OUB DEALER WEAREST TO YOU. 











intended primarily for retail ads, goods cannot be advertised lib- 





and there are mighty few horse 
goods ads—good, bad or _indif- 
ferent—to be found in the daily 
papers, I think it would be dif- 


erally, with profit, by retailers in 
every part of the country. 

As to the advertising of manu- 
facturers and wholesalers in this 





Pe 





d 


e 








line, I know too little about it to 
venture an opinion as to whether 
the matter submitted is “the big- 
gest stunt that has: ever been 
pulled off in advertising any one 
branch of the saddlery business ;” 
but in view of the fact that it 
covers both sides of a sheet 42x56 
inches, there seems to be some 
justification of the claim. 

On one side of the sheet, at the 
top, are the words “It Pays to 
Buy Young's Uno Self-Conform- 
ing Horse Collars,” in letters 
whose size makes the New York 
Journal’s scare heads look like 
six-point. Following that are 
large half-tone cuts of thirty of 
the collars, with a few words of 
description and the dozen price 
under each of them. 

On the opposite side of the 
sheet are proofs of fifteen ads, 
each three columns wide by five 
or six inches deep, with the 
statement that they are to be 
inserted in the Orange Judd 
Farmer, the Farmers’ Mail and 
Breese, the Twentieth Century 
Farmer, the Northwestern Agri- 
culturist and Hans und Bauern- 
freund, in which publications they 
will be read by 1,305,000 people. 

This circular will command at- 
tention by reason of its size alone, 
but the impression made is bound 
to be strengthened from the fact 
that the thing is printed in two 
colors on heavy paper, and doubt- 
less many dealers will accept the 
invitation printed conspicuously 
on one side, to “Tack the sheet 
on the wall, this side out, for 
future reference.” 

With this broadside goes a cir- 
cular letter, well printed, in two 
colors, containing real salesman- 
ship in the way of reasons why 
it pays to handle this line. 

The style of the ads proved on 
the sheet is shown by the accom- 
panying reproductions, 

It isn't easy to see how any 
wide-awake dealer can get away 
from the knock-down arguments 





PRINTERS’ INK. 47 


and the statement of the manu- 
facturer’s publicity plans, as pre- 
sented in this sheet and letter: 





BENJAMIN YOUNG, 
Wholesale Manufacturer of Harness, 
Riding Saddles, Horse Collars, 
Sweat Pads. 

Fly Nets, Summer and Winter Horse 
Clothing and a Complete Line 
of Saddlery. 

MILWAUKEE. 
Editor Ready Made Department: 

Dear Sir—You will receive under 
separate cover, by mail, a poster price- 
list on Young’s ‘‘Uno” "Sel -Conforming 
Horse Collars and copies of five ‘‘ads” 
we have been running in farm papers. 

To the best of our knowledge and 
belief, this is the biggest stunt that has 
ever been pulled off in advertising any 
one. particular branch of the saddlery 
business, 

The writer is a constant reader of 
the Little Schoolmaster, and as he has 
never seen anything in your paper in 
the way of advertising on horse col- 
lars, we thought you would be interest- 
ed, and are taking the liberty of im- 
posing on your good nature and send- 
ing you these ads for criticism, and 
would be pleased to have your opinion 
concerning them. Yours truly, 

BENJAMIN YOUNG, 
Per J. A. Bell, Adv. Mgr. 


Wrong Display. It is Grape Fruit, 
Not Oranges, That Are “‘1oc., 3 for 
2sc.” From the Scranton (Pa.) 
Tribune. 








[ 
California 
Oranges. 


Carload fancy fruit just arrived; 
2oc, dozen. Fancy Florida Grape 
Fruit— 

10c., 3 for 25c. 
E. G. COURSEN, 
Wholesale and Retail, 
Scranton, Pa. 











The Time to Sell Canned Vegetables 
Is Before Fresh, Home Grown Ones 
Are Ripe. From the Lynn (Mass.) 
Daily Evening Item. 





; 
Fancy Tomatoes 
At Cut Prices. 


Another lot of those 
handsome bright-colored, 
solid packed tomatoes, regu- 
lar 15c. goods, which we'll 
sell this week, while they 
last, for roc. can, $1.15 doz, 
These are coating high-grade 
goods in every 
some to-day; 
you. 

WILLIAMS BROS., 
213, 215, 217 Union St., 
’Phones 28 and 29. 
Lynn, Mass, 


ry 
they’ lh please 
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Out of Print 


MARCH 7 


HE supply of the 1907 edition of 
ROWELL’S AMERICAN 
NEWSPAPER DIRECTORY 

was exhausted over six weeks ago. Orders 
are now being taken for the 1908 book; 
ready for delivery May 15th. Price $10, 
prepaid to destination. 

The 1908 edition will enumerate nearly 
23,000 separate publications, giving fre- 
quency of issue, politics or general character, 
form, size, annual subscription price, year of 
establishment, the editor's and publisher's 
names, and copies printed. 

The names of towns in which papers 
are published are followed in the Directory 
by population, location in State, prominent 
industries, etc. 

In addition to the catalogue of publica- 
tions by States, separate lists show papers 
printing a Sunday issue, papers printing in 
excess of 1,000 copies each edition, and 


trade and class publications, carefully 
classified. 
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P ublishing Co. Pages, substantially 


bound in cloth and 
10 Spruce St., New York City gold. 
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